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AUDITED NET SALE (jJAN-JUNE 1954) 


UNIVERSALLY RECOGNISED 


as one of the most influential 


sales forces available for advertisers 


‘ to women. 
. > 


7 ~~ STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD. 
Pee TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2 
TEMPLE BAR 4363 (40 lines). 
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MINI-CINEMA FOR 


GAS COUNCIL 


The growth of the Gas Coun- 
cil’s film activities in the last 
eight years has prompted that 
organisation to open its own 
mini-cinema in London. From 
despatching 500 copies of films 
in 1945, the distribution rose to 
11,000 copies in 1953 with an 
estimated audience of 
million. 

The cinema, designed by the 
Council's own exhibition de- 
partment in conjunction with 
the contractors, has every facility 
for ware 35 mm. and 16 mm. 
films and for checking the sound 
py yw and print qualit 
films before being despatched. 


‘Rochdale Observer’ 


extensions 


Gracie Fields will lay the 
foundation stone of extensions 
to the Rochdale Observer 
premises in Drake Street, Roch- 
dale, this Saturday. 

Building operations started 13 
months ago and work on the 
front section of the new building 
is now about to start. It is anti- 
os that the whole project 
will be completed by the time 
of. the. Observer centenary in 
February, 1956. 


Magazine success 


This year Llandudno Publici 
Association experimented wi 
their advertising schedule and 
used weekly magazines for the 
first time. They estimate that as 
a result the cost inquiry of 
all letters received has been re- 
duced by 20 per cent. 

Next season they will be ex- 
tending their activities in this 


ry =~ record sum of 
r wi spent on press 
advertising alone. 


To The Editor .. 


Advertising needs a 


sense of humour 


Sm,—Surely it is time that 
advertising men stopped express- 
7. righteous indignation about 
The Agency Game. 

We, perhaps even more than 
most people, need imagination 
and a sense of humour, and for 
us to get hot under the collar 
about so obviously exaggerated 
a satire as The Agency Game is 
as stupid as for schoolmasters to 
be indignant about Evelyn 
Waugh’s Decline and Fall. 

M. G. GOLDMAN. 
10 <—g 7 Avenue, 
London, W.9. 


Does advertising 


protest too much? 


Sm, — In “Talking Points” 
(October 14) it was stated that 
most defenders and opponents 
of The Agency Game are agreed 
that it is “a thoroughly bad novel 
in plan and execution.” There is, 

course, no reason why they 
should not disagree with Messrs. 
Betjeman, Davenport and other 
distinuguished critics, although 
one might be tempted to assume 
that resentment has clouded their 
judgment, but the amount of this 
resentment does surprise me. 

Doctors, schoolmasters—even 
big business men—have been pil- 
loried by novelists repeatedly and 
pe mgs, Ape raising such 
passion. we really do our 


THIS WEEK 
How Bonnie Prince Charlie has 
become a dollar earner—Page 166 
NEXT WEEK 
Northern Counties Survey 


profession a service by this 
chorus of ed propriety 
against such an obviously — 
hearted frolic? Or do we, like 
the reformed prostitute, draw 
attention, by protesting too much, 
to our less respectable past ? 

Joun R. H. YEOMAN. 
13 Embankment Gardens, 


London, S.W.3. 
‘Tough, rough game’ 
Sir,—More wer to Gut- 


teridge’s typewriter finger! The 
more effectively he can prick the 
bubble that advertising’s panjan- 
drums try to keep afloat, the 
Advertising i h, tough 
ertis is a rough, 
- or should be. It will 
a its virility if it is too securely 


labelled — “Profession —- Do not 
touch.” 

B. Hawkins. 
827 Chelsea Cloisters, 
Sloane Avenue, S.W.3. 


Smoke signals 


Six,—The first annual report of 
the Press Council states that 
despite the tobacco industry being 
one of the most lucrative sources 
of advertising revenue for the 
press “the widest publicity has 
been given in the British news- 
papers to reports associating 
smoking with cancer of the lung.” 

The Council says that it feels 
that this matter should be put on 
record as a credit to the po. 
Most people will concur with this 
token of appreciation but I think 
the amazing thing is the way in 
which the cigarette advertisers 
have ignored the cancer scare 
problem in their copy. 

Now we have six more brands 
entering the market and as far as 
can be ascertained these will 
be advertised without any men- 
tion of the health angle. 

Does this indicate a supreme 
faith in their salesmanship or are 
the cigarette manufacturers 
merely thumbing their noses at 


Harley Street? 
Perer Jouns, 
Plymouth. 


‘Sloppy’ BBC 

Sim,—lIt is reasonable to su 

that a number of advertis- 
ing agencies are planning tele- 
vision programmes calculated to 
appeal to a wide range of people. 
Some of them may be considering 
a form of news service pro- 
ramme. If so, then the people at 
ime Grove have left the door 
wide open for them. 

Last Friday evening a pro- 
gramme was featured with the 
engaging title “In the News.” 

ose of us who had walked 
home that night because of a 
strike that had idled up to 50 per 
cent of London’s bus services, 
and who had noted with some 
alarm how a dock stoppage was 
causing the client’s goods to pile 
up in store (so menacing future 
export orders) were astounded to 
hear that these two vital topics 
were not _ to be discussed 
because “The least said soonest 
mended.” 

This sloppy “Don’t let’s be 
beastly” attitude is not taken by 
the national press. It is to be 
hoped that it won't be taken by 
commercial television. 

WALLAcE B. GrimMeER, 
Tunbridge Wells. 


Printing machines 


in action 


Hundreds of machines ranging 
from giant presses to those of the 
smallest jobbing printer will be in 
action at the tenth International 
Printing Machinery and Allied 
Trades Exhibition to be held at 
Olympia from July 5-16, 1955. 

Machines will be operated 
wherever possible under produc- 
tion conditions. The layout of 
the exhibition has been designed 
so that each night lorries and 
other vehicles can be driven along 
the gangways to deliver hundreds 
of tons of paper to the stands and 
take away finished newspapers, 
magazines, catalogues and leaf- 
lets. 


Printers’ home is 


in the clear 


The 67th anniversary festival 
dinner of the Lloyd Memorial 
(Caxton) Seaside Home, Deal, 
was held at the Connaught 
Rooms, London, last Thursday 
evening. 

John E. Rawlins, chairman of 
the Home, said “For the first 
time we have no bank over- 
draft, although we have spent 
£50,000 on repairs in the last six 
years.” It was owing, he said, to 
the magnificent efforts of W. 
Surrey Dane, president of the 
Home, and chairman of the 
Daily Herald, and his co-direc- 
tors, that the money had been 
raised so quickly. 


Figuring it out 

A shapely bathing girl, cap- 
tioned “Talking of figures,” 
adorns the front page of Eastern 
Echo, No. 3, organ of the Eastern 
Gas Board, which presents the 
Board’s annual report and 
accounts in newspaper format 
and style. Main heading is 
“£17,322 down last year—but 
there’s still something in the 
kitty!” 


Walk 


(showcards) 
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No room for ‘Arty’ types... 


8. C. Peacock is an advertising agency built on the hard bedrock of down-to-earth 
selling. We have no room for people who regard advertising as a form of modern art or as an 
alternative career for poets, We choose our creative staff for their ability to produce selling 
advertisements. And we cherish a belief that there is only one valid test of a good advertisement 
—its success in influencing the people it was aimed at. A success we judge as far as possible by 
the actual results. 
If you are seriously interested in advertising as a scientific technique for increasing sales 
you will be very interested in the way we work here. You may find that some of our ideas have 


a stimulating effect on sales graphs. In fact anyone who needs hard selling and plain 
thinking should see S. C. Peacock about it. | 


S$. C. PEACOCK LIMITED Incorporated Practitioners in Advertising me P. 


© 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1 « REGent 1081 - 18 LLOYD ST., MANCHESTER 2 + DEAnsgate 5691 
21 LEIGH STREET, LIVERPOOL - ROYal 8861 - RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM «+ CENtral 7705 
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CERTIFIED NET SALES 


285,826 


JAN —JUNE 1954 


baby’s world is a busy one for his mother 
A and a profitable one for you, when you speak 
to her through the pages of WIFE AND HOME. 
With so many needs to meet—her baby’s, her 
husband’s, her own — she is a receptive reader and 


a ready spender. WIFE AND HOME, her trusted 


adviser and friend, will carry your message to 


== Wifean Hom 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, Farringdon Street, London, E.C.4 - Central 8080 


7 ae ee -* } vials is 3 : a ie ard er aa ae oe st a >) i 
iS : 7 peepee ORs me ; | ‘ = Ge > e 
. stings, wriebleie KS £ = _” : ¥y . ig 
_ De Ly oe 
‘se “il, &/s58 
Die 2B 
= ’ in ; y _ b 
3 , : ey 
ae fs >” nat ; 
a A, | * 4 , | 
a iS 
a ‘ \ | 
a f C _ sk a Pe 
: : f | id se a : a * ; : 
. g 7 46 yy 2 E : ” om 
: a ' * ; 4 ; te . ltl all ‘ ia, A eats ’ me 
i sf “ar cf Jt 3 <A 4 
a a * 
we Ria 1/- Monthly, Page rate £220 
i, ee 
. prosperous homes like hers 
ue throughout the country — at the 
E very low rate of £220 per page: . 
7 F 4 “4 oe i. Nee gga ; - a a2 a a ‘ai. 7 oe ‘ : SF , ae i ; a 
— ae ty . ae ;. Se aa ae ee oe a ee 
ee fa ee a a ES pies . ee, ae ia Se lL eee ee 


i) 


dcisroyh 
INTRODUCES YOUR 
PRODUCTS TO THE 


HOMES OF 
DRTHERN 
RELAND 


Vol. 166 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,156 


"Phone: Chancery 8844 
55/- Overseas 


THURSDAY, OCTOBER 21, 1954 


ADVERTISER'S WEEKLY 


TRODUCES YOUR 
PRODU CTS TO_THE 
HOMES OF 


ORTHERN 
_ IRELAND 


ERS 
s 


Feature of the current National 
Savings campaign, handled jointly 
by four agents, was this plane which 
flew over London for two hours one 


evening last week. The slogan was 
in green neon lighting. 


RANK PLAN FOR 


COMMERCIAL TV 


4 Rank Organisation is planning full-scale participation 


in commercial television. 


Details will be announced 


shortly of a scheme to provide entertainment features and 
advertising spots for the new medium. 


Screen Audiences, Ltd., the 
company taken over to Rank by 
Gerard Holdsworth, now chief 
of Theatre Publicity Ltd. and 
associated screen advertising 


Sudden death of 
Frank Waters 


of the 
since 
Frank Henry Waters died in Paris on 
Monday from poliomyelitis. He was 46. 
Mr. Waters, a dynamic and friendly per- 
sonality, had had a brilliant managerial career 
in Fleet Street, and was at the zenith of his 


Managing director 
Chronicle and The Star 


powers. 

An outstanding rugby player 
for eight years he played for the 
Loretto School, London Scottish, 
Fettesian-Lorettonian, Cambridge 
University and Middlesex 
County, and for Scotland, and 
won international caps for Scot- 
land seven times. Once he boxed 
several rounds with Carnera. 

He joined the Daily Express in 
1929, and from 1934 until 1942, 
after being circulation manager 
of the Sunday Express, was 
general manager of the Scottish 
Daily Express and the Evening 
Citizen in Glasgow. 

Mr. Waters saw war service 
with the Royal Marines, in 
which he attained the rank of 
lieutenant-colonel. In September, 
1945, he became assistant mana- 
ger of The Times, and in 1950 
joined the boards of the News 
Chronicle and The Star as 
assistant managing director. In 
January, 1951, he was a inted 
managing director of both these 
newspapers and a director of the 
Daily News Ltd. 

He was a managerial repre- 
sentative on the Press Council, 
@ Continued on page 155 


News 
1951, 


Col. Astor’s tribute 


Col. J. J. Astor of The Times 
in an appreciation of Frank 
Waters wrote: “He had a natural 
enthusiasm which served him 
well in sport, in his war service 
and in his profession, in each 
of which his record was distin- 

ished. His shrewdness and un- 
ae oicligh = ages made 

im a ightful companion 
and helpful colleague.” ici 


companies, will be responsible 
for TV developments. 

Eric Fawcett, the top TV pro- 
ducer, who has resigned from 
the BBC to join Screen Audiences 
Ltd., will produce entertainment 
programmes and advertisement 
spots for commercial TV. 

Another Rank company to 
come into the picture will be 
Cinéma Television Ltd. (Cintel) 
who have been concerned for 
many years with the develop- 
ment of large screen television 

For the Productivity Exhibi- 
tion in the spring Cintel carried 
out transmissions from the pro- 
duction lines at Ford's Dagen- 
ham works. Pictures were seen 
in the exhibition theatre and on 
small screens on the Ford stand. 
Patrick Filmer-Sankey, of Screen 
Audiences Ltd. handled the show. 

The Rank Organisation will 
produce spot commercials, shop- 
ping guides and documentary 

ms for TV. 


HULTON EXHIBITION 

Hulton Press are to sponsor a 
Boys’ and Girls’ Exhibition at 
the National Hall, Olympia in 
1956, from August 28-September 
8. It will be linked with their 
four children’s papers—Eagle, 
Girl, Robin and seit, 


Talks on South 
Bank signs 
proposed 


The Electrical Sign Manufac- 
turers’ Association has suggested 
a round-table conference with 
officials of Lambeth 
Council. They hope to obtain a 
ruling on which to base plans for 
future illuminated signs on the 
south bank of the Thames. 


This follows a statement by the 
Mayor of Lambeth, Cr. H. N. 
White, that the Lambeth Council 
are opposed “in principle” to dis- 
play signs and the news that Lt.- 
Col. M. Lipton, Socialist Member 
of Parliament for Lambeth and 
Brixton, is to raise the question 
of south bank advertising in the 
House of Commons, 

Signs with lettering up to 
2 ft. 6 in. have been allowed by 
the local council, and in 1953 the 
Minister of Housing and Local 
Government, in deciding an 
y wy allowed a_ sign of 
3 ft. 6 in. with an 8 ft. device. 


Lambeth Civic Society 
have already shown themselves to 
be bitter opponents of advertis- 
ing signs on the south bank. 
They have stated that while no 
such displays are permitted on 
the north bank, the south bank 
is becoming “an advertiser's play- 
ground,” 


@ Continued on page 204 
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Maureen by N. David (R. 8. Caplin 
Lid.). 

Two-page feature on 

store transformation 

The Stoke Newington and 
Hackney Observer carried a two- 
page feature to announce the 
completion of the redesigning of 
Dudley's, a leading North London 
store. 

Dudley’s managing director, 
W. H. Johnson, co-operated in 
the feature. Several display ad- 
vertisements announced the “bar- 
gains” that would be available in 
a celebration sale, and Premier 
Shopfitting Co. (Salmons) Ltd., 


who handled the alterations, also 
took a large space. 


‘Herald’ brochure 
quotes IPA figures 


The Daily Herald has issued 
to advertisers and agents this 
week a new brochure entitled 
IIPA Readership Survey and the 
Daily Herald. 

It provides, in tabulated form 
and with commentaries, informa- 
tion which the Survey has 
revealed about the Herald's 
readership among adults, men, 
women, housewives, young 
people, wage earners, cinema- 
goers, televiewers, smokers, beer 
drinkers, gardeners, and other 
categories. 


The trend towards 


self service 


“Are we slowly moving to- 
wards a complete self-service set- 
up, with national advertising 
backing, with the goods on dis- 
play on the shelves, and the 
manufacturers jockeying for the 
best positions on those shelves” ? 
acked Morris Craig, refrigeration 
sales manager, Electrolux, speak- 
ing on “Point-of-Sale” at the 
first meeting of the autumn and 
winter session of the British 
Sales Promotion Association. 

“Will it get to the point where 
goods not sufficiently well adver- 
tised and attractively packaged 
will not be accepted, although the 
articles themselves might be of 
first-class quality” ? he asked. 


f 
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Melancholy Landscape by S. A. Armstrong (Osborne-Peacock & Co., Lid.). 


HIGH STANDARD AT IPA EXHIBITION 


Old masters could fulfil 
agency art briefings 


James Fitton, noted artist and 
advertising man, has claimed 
that, in point of factual represen- 
tation, the great Dutch and 
Flemish masters would fulfil the 
most exacting brief that could be 
laid down by an advertising 
agent or client. 

Mr. Fitton, who is an RA and 
a director of C. Vernon & Sons 
Ltd., was opening the Institute 
of Practitioners in Advertising’s 
second exhibition on “week-end 
paintings, drawings, and sculp- 
ture” at the IPA headquarters on 
Monday. 

Confessing that he could never 
tell the difference between “fine 
artists” and commercial artists, 
he said that they used the same 
materials, were impelled by the 
same motives, and must have 
certain talents in common. One 
of these was the quality of visual 
analysis or criticism, without 
which they could not exist at all. 


Promising artists ‘die’ 
After congratulating the In- 
stitute on the high level of the 
work exhibited, Mr. Fitton said 
that he would like to see perhaps 
another exhibition of the work 
of artists who worked, not in, 
but for, advertising agencies, and 
also of those who would like to 
work for advertising. A lot of 
romising students just “died” 
for lack of sustenance ; and there 
should be some sort of exhibition 
or clearing house where their 
works could be inspected by ad- 
vertising people. 

Lt..Co}. Alan M. Wilkinson, 
president IPA, who presided 
over the opening, said that the 
organising committee comprised: 
Douglas Bain, chairman (S. H. 
Benson), Crampton Chalk (Tech- 
nical Advertising), A. C. Trous- 
deli Gohn Haddon), and S. W. 
Bunting, (E. Walter George). 
The selection committee con- 
sisted of: Douglas Bain (chair- 
man) assisted by Philip mm 
(London Press Exchange), W. T. 


Stevens (Pritchard, Wood and 
Partners, president Creative 
Circle), and three art directors of 
member agencies (chosen by 
ballot)}—Pat Gierth (Colman, 
Prentis and Varley), K. Frieder- 
berger (Osborne-Peacock) and 
Leslie Hidden (Alfred Pember- 
ton). Mr. Boydell was in charge 
of the hanging. 

The exhibition consists of 
more than one hundred entries 
including portraits, figure studies, 
abstracts, town scenes and land- 
scapes, still life black and white 
drawings, pastels, water colours, 
and some half-dozen sculptings. 
It will remain open until October 
29, 10 a.m.-7.30 p.m. Mondays 
to Fridays. 


| 
| 
| 


Woodcarving-Man by R. J. Bailey 
(Ww. < Crawford Ltd.). 


Seeing the light 
—and the ads 


A new illuminated advertising 
sign for use in tobacconists and 
public houses is being intro- 
duced, called the Adlighter. 
Fitted to the sign is an attach- 
ment for lighting cigarettes. When 
a customer uses it an advertising 
slogan is illuminated on a screen. 

It is being marketed by 
Glenham Products Ltd. They are 
approaching various trade asso- 
ciations promising specified sums 
to charity if a given number of 
members can be encouraged to 
install the Adlighter. 

The sign measures 6} in. by 
9 in. Advertisers will be charged 
2s. 3d. a week per _ panel. 
Glenham Products will also sell 
the signs direct to retailers at a 
cost of £6 10s. each. 

The Adlighter is being adver- 
tised in the trade press. The 
agents are Silver Cloud Publicity. 


INDUSTRIAL ARTISTS’ BONFIRE BALL 


The Society of Industrial 
Artists have planned a Guy 
Fawkes night ball to be held at 
the Royal Festival Hall. 

The theme — “Plot and 
Treason”—will give them scope 
for a giant piece of showing off 
of their ingenuity. Fancy dress 
or fancy head dress and masks 
are the order of the night. 


A gay entrance card has been 
designed by typographer George 
Mayhew, and exhibition designer 
Clifford Hatts is adding to the 
natural charms of the 12 meteoro- 
logical balloons which are being 
brought into force for decora- 
tions. 


The LCC are allowing a bon- 
fire and fireworks display on the 
river terrace, and an 11 ft. guy 
has been designed for the occa- 
sion by sculptor Richard Huws. 
The Fleet Street Press Gang, who 
are taking turn and turn about 
with Nat Temple and his 
orchestra to provide the evening's 
music, will lead the procession of 
carnival figures designed by art 
students, and Guy (borne by 
cloak and dagger men) to its cere- 
monial burning. 


Richard Huws puts the finishing 
touch to his model for the \\1-ft. 
uy he has designed for burning at 
f a.m. on the night of the ball. 


*MOTORING SKETCH’ 

The Daily Sketch on Tuesday 
published an eight-page “Motor- 
ing Sketch.” 

Fifteen advertisers took space 
in the supplement which carried 
articles on the new cars to be 
seen at the Motor Show. 
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Stores boost 
in newspaper 
promotion film 


Free publicity for six of the lead- 
ing stores in the city is pro- 
vided in a film which the 
Manchester Evening News 
will exhibit in 118 cinemas in 
Greater Manchester during 
November and December. 

Entitled “In the News” this two- 
minute film in Eastman colour 
was made by Wallace Produc- 
tions Ltd., with Donald Raw- 
lings as director. 

The film opens with a blonde 
housewife (Pauline Bentley) 
sitting in a pleasant home, 
announcing that she is doing 
her shopping. .. . 

The theme is that in these bus 
and bustling days it is muc 
wiser to plan one’s shopping 
in advance by studying the 
stores’ advertising in the 
Evening News. 

Close-ups of the press advertise- 
ments are shown and shots of 
the following stores:. Lewis's 
Ltd., Kendall Milne (Harrods) 
Ltd., C. and A. Modes, Affleck 
& Brown, Pauldens, and 
Henry's. ’ 

Glimpses of successful shopping 
excursions end with a return 
to the domestic setting where 
the man of the house seizes the 
paper and is left ensconced 
behind his Evening News. 


SOLE AD RIGHTS 
AT AIRPORT 


The Transport Advertising 
Section of W. H. Smith and Son 
Ltd. have been granted the sole 
advertisement rights for Ringway 
Airport, Manchester. Painted 
wall panels as well as showcases 
are to be installed at the airport. 

Smith’s state that the number 
of passengers now passing 
through the airport is approxi- 
mately 260,000 a year of whom 
over 100,000 are from overseas. 

All the main terminals of 
British European Airways and 
British Overseas Airways Cor- 
poration already carry adver- 
tisement sites. 


=| 


A 


3 


es of stills from the film “In 
the News” 


Baghdad Fair 


Press office for the British 
Trade Fair, Baghdad, which King 
Feisal II will open on Monday, 
will be staffed by British Informa- 
tion Services, Baghdad. O’Sheas 
Publicity Services, Fleet Street, 
are press representatives to the 
Fair. Keystone Press Agency are 
the official photographers. 


100,000 will see Cotton Board films 


Publicity efforts which aim at 
increasing the sales of British 
cotton goods were outlined by 
Sir Raymond Streat, chairman 
of the Cotton Board, at the 
Board’s week-end conference at 
Harrogate. 


“We have another extensive 
operation in hand using several 
forms of publicity to aid and 
develop the strength of the indus- 
try’s selling effort,” he said. 
“More than 100,000 people would 
see Cotton Board films this 
winter. 


“We are showing the British 
cotton flag overseas,” added Sir 
Raymond, “and there is now 


taking place in Australia a 
country-wide sales campaign 
with the ‘slogan ‘Always Buy 
British Cottons.’ Australians 
have welcomed this campaign, 
which is manifesting itself in 104 
stores in all the five States and 
in all the magazines and news- 
papers. 

“The Cotton Board has 
reached out to the retail counter 
and is in direct touch with the 
retail salesmen and the ultimate 
consumer. By all the methods 
open to us we are endeavouring 
to increase the sales of the indus- 
try’s products in order to do our 
share in keeping the spindles and 
looms running.” 
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covered. 


colour will be available. 


Advertising To-day 
and To-morrow 


A special Supplement to “Advertiser's Weekly” will be 
published next May on the eve of the Brighton Conference 
of the Advertising Association. 

Editorially, the Supplement will be divided into two 


1. ADVERTISING TO-DAY. The huge force of 
British advertising to-day will be presented against the 
background of the past. This will be no mere “back 
history,” but a forward-looking study of the steady growth 
of advertising over the past 30 years. It will contain much 
hitherto unpublished material and fascinating anecdotes of 
the great personalities in the business. 

2. ADVERTISING TO-MORROW. A series of 
provocative articles will describe the present trends and 
future possibilities of British advertising. Agency organisa- 
tion, selling techniques, research, production, 
printing and blockmaking are a few of the su 


rtising and level experts 
in specialised fields will be writing in this A mate Full 


Leaders of organised adve 


kaging, 
to be 


Coupon offer 
in June is 
still pulling 


Although there has been no 
coupon advertising since June for 
the Rufflette offer of a booklet, 
replies are still coming in at the 
rate of between 150-200 a day. 

Replies to date total nearly 
250,000. 

Although there was no direct 
overseas advertising, magazines 
which also circulate abroad 
evoked replies from many 
European and overseas countries, 
One letter and coupon was re- 
ceived from the King's Palace, 
Apam, on the Gold Coast, 


Six-figure response 

A six-figure response from a 
coupon advertisement in Reynolds 
News has been compared by 
Frank Churchward, manager of 
the CWS publicity department in 
Manchester, with a 12,000 re- 
sponse from the distribution of 
3,500,000 leaflets through co- 
operative shops. 


Wants local radio 


station 


J. T. Jones, managing editor of 
the Caernarvon Herald group, 
was the guest speaker at Caer- 
narvon Rotary Club last week. 

Advocating the setting up of 
a local radio station to serve the 
area—which he said would cost 
only £1,500—Mr. Jones criticised 
the BBC for its treatment of 
North Wales. 


The trophy which C. & E. Layton 
td. are awarding to encourage a 
high quality in the graphic arts. 


HARDWARE FAIR 
IN FEBRUARY 


A Hardware Trade Pair is 
being organised for the first time. 
It will be held at Horticultural 
Hall, Westminster, from Febru- 
ary 14-18. The fair will be 
organised by Universal Exhibi- 
tions Ltd., and between 150 and 
200 firms will be represented. 
Buyers will be attending from the 
continent and from Canada. 

One of the reasons for the 
Fair is the dissatisfaction 
expressed in the hardware trade 
last year at the hardware section 
of the British Industries Fair at 
Castle Bromwich. Manufacturers 
felt that they should have their 
own fair in London, 

Publicity is being handled 
Willings Press a Lid. 
Press officer is Marie Jennings. 
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DIPLOMA MEMBERS’ SOCIETY SEEK NAME CHANGE 
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Danger inherent in the rise of the specialist 


‘COULD BE USED AS AN EXCUSE FOR 
AVOIDING RESPONSIBILITY’ 


Dangers of the rise of the 


Hubert 


—Hubert Oughton 
were outlined by 


ton when he addressed the annual dinner of the 


Society of Diploma Members of the Advertising Association 


last week, It could be used, he warned, as an excuse for 
avoiding executive responsibility. 


Mr. Oughton said that, on the 
whole, he welcomed the rise but 
it could lead to avoiding of 
responsibility, and the feeling by 


executives that they need not 
devote their time to creative 
thought while they had the 
specialist there to think for 
them, 


This was one of three warnings 
given by Mr. Oughton, who was 
responding to the toast of the 
Advertising Association made by 
the Society’s new chairman—he 
was elected during the annual 
meeting that took place earlier in 
the day—Philip L. Stobo. 

Mr. Oughton’s other warnings 
were on market research and 
commercial television. 

“Commercial television must 
put on the finest advertising that 
this country can produce. It is a 
challenge to the advertising 
fraternity,” he said. 


Separate department 
On the subject of market 
research, Mr. Oughton said that 
he had noticed in certain quarters 
a growing school of thought 
which regarded it as quite a 


separate department from adver- 
tising as a whole. 
“This is dangerous,” he 


emphasised, “Market research 

always was, will be, and indeed 

should be, a part of advertising. 

Our job is part of the normal 

selling and distribution, and we 

are creating a great danger for 
ourselves if we separate adver- 
tising into various pockets.” 

Mr. Oughton was deputising 
for Norman Moore, president of 
the AA, at present convalescing 
at St, Mawes, in Cornwall, after 
his recent operation. Mr. Moore 
sent a message to the Society 
which was read by Mr. Oughton. 

Both Mr. Moore's message and 
Mr. Oughton’s address empha- 
sised the important part that the 
Society’s members can play in the 
current campaign for better 
public relations on behalf of 
advertising. 

Mr. Moore said that the more 
advertising is in the hands of 
trained and experienced people, 
the less likely it was to lay itself 
open to hostile criticism. 

The Society's members, said 
Mr. Oughton, were the ambas- 
sadors for advertising. 

“Advertising will be judged,” he 
said, “not only on the content of 


its media but also on our own 
conduct and behaviour.” 

Not enough trouble was taken, 
he said, in explaining how adver- 
tising was created and how it 
works. The subject should not 
be approached from a defensive 
angle, but rather from a positive 
and educational point of view. 

Certain words and terms had to 
be eliminated from advertising’s 


vocabulary. Among them were 
“racket,” “the ruddy client,” 
“ignorant public,” and such 


“high-faluting” phrases as “moti- 
vation research” and “consumer 
resistance,” 


‘Pride in our calling’ 


“Let us describe our work in 
simple, everyday terms and with 


pride,” he urged. “We have 
nothing to be ashamed of in our 
calling. 


“Don’t worry about the talk of 
archbishops and politicians on 
commercial television. Advertis- 
ing is an integral part of the dis- 
tribution and selling system of 
this country. 

“It is no magic or conjuring 
trick, but it certainly can be 
stimulated and made more effec- 
tive through experience and crea- 
tive thought.” 

Both Mr: Oughton and Mr. 
Moore congratulated the 38 
students who obtained the dip- 
loma this year, some 30 of whom 
were present at the dinner. Mr. 
Oughton was thanked for his 
speech by E. B. Quayle, who won 
second prize and a distinction in 
this year’s examinations. 

Before the dinner, the new 
diploma winners who attended 
were presented with their dip- 
lomas by F. P. Bishop, MP, 
deputising for Norman Moore. 

ollowing closely upon the re- 
cent revision of the syllabus for 
the diploma of the AA, the 
Society are planning discussions 
with their parent body for a 
change in the Society's name. 

This was disclosed by Mr. 
Stobo when he proposed the 
toast of the AA. He said that the 
title had long been a subject for 
adverse criticism among members, 
and now that the society had 
reached “the estate of manhood” 
—it was formed 21 years ago—he 
called upon the AA to “give us 
the key of the door.” 

In its earliest years, he said, the 
parent and the child—the AA and 
the Society—had not always seen 
eye to eye, but that was as it 


F. P. Bishop, MP, presents the 

diploma of the Advertising Associa- 

tion and a cheque for twenty guineas 

to E. B. Quayle, second prize winner 
in this year's examinations. 


should be between any father and 


son. But now there was affection 
and regard between the two 
bodies. 


At the annual meeting of the 
Society which took place earlier 
in the day, Mr. Stobo asked 
members if it was their wish 
that he should announce their 
dissatisfaction with their old 
title at that evening’s dinner. 
This was agreed by an almost 
unanimous majority, and it is 
understood that the matter will 
be taken up at the next execu- 
tive committee meeting of the 
Society. This is likely to take 
place within the next ten days. 
At the meeting of the Society 

at which Mr. Stobo was elected, 
A. H. Edney was elected honorary 
treasurer and Miss P. M. E. 
Horner honorary secretary. 

The new committee will consist 
of R. M. Cornford, A. D. Davis, 
F. W. Jefkins, H. A. B. Lee, 
K. N. Pounds, D. N. Pyecroft, 
A. G. Reed and R. B. Smallpage. 
T. Swinson, of Leeds, was elected 
provincial representative on the 
executive committee. 

W. C. Thielé, chairman of the 
education committee of the 
Advertising Association, was 
elected a vice-president of the 
Society. 


CDC to meet in 
Nottingham 


A further meeting of the Club 
Development Committee will 
be held at the Flying Horse 
Hotel in Nottingham _ this 
Saturday and Sunday, October 
23 and 24. 

Discussions will take place on the 
reorganisation of the CDC, and 
on the Advertising Associa- 
tion’s public relations campaign 
for advertising. 

It is hoped that Everett Jones, 
who as chairman of the AA's 
publicity committee, is respon- 
sible for the campaign, will be 
present to take part in the dis- 
cussions. 


Supplements feature 


cycling success 


Both The Bicycle and Cycling 
carried four-page centre adver- 
tisement supplements last week 
for the first time. 

The spaces were taken by 
Hercules Cycle and Motor Co., 
Ltd., through their agents, Reid 
Walker Advertising Ltd. They 
featured the success of the 
Hercules team in the Tour of 
Europe cycle race. 

The Hercules racing team is 
organised by D. D. McLachlan, 
director of -publicity, The 
Hercules Cycle and Motor Co., 
Ltd., who, in addition to control- 
ling home trade advertising, also 
handles campaigns in many 
different countries. 


Gee expansion 


The Leeds office of Gee Ad- 
vertising Ltd. has moved to 
larger premises at 7 Bond Street, 
Leeds 1. The Leeds and Man- 
chester offices of the agency are 
now being transformed into self- 
contained units. 


‘Fitness for purpose’ yardstick in 
choosing good catalogues 


Over 1,500 trade catalogues 

were submitted when entries were 
invited for the “100 Good Cata- 
logues” Exhibition, organised by 
the British Federation of Master 
Printers and the Council of In- 
dustrial Design, and opened last 
week at the Council's Hill Street 
premises by Henry Strauss, MP, 
Parliamentary Secretary to the 
Board of Trade, on Tuesday. 
_ In their report, the panel of 
judges who selected the 100 cata- 
logues state that they took as 
their yardsticks the entrants’ fit- 
ness for purpose, their clarity and 
quality of production. 


In all cases they demanded that 
a catalogue should achieve its 
urpose of clearly “listing or 
illustrating goods or services for 
sale or hire”’—which was the 
definition of a catalogue given by 
the sponsors of the exhibition. 
The entries range from leaflets 
and folders to substantial books. 
They have all been printed in 
Britain since January 1, 1950, 
except for 13 foreign catalogues 
included by the organisers to 
enable visitors to compare con- 
temporary work abroad. 
¢ exhibition will be open 
until Saturday. 
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Three share a 
full page 


When a new block of shops 
was opened in Belvoir Street, one 
of Leicester's main shopping 
centres, Gee Advertising Lid. 
suggested that a whole page 
should be taken in the Leicester 
Mercury by the three shops 
occupying the block. 

One of the shops, Kendalls, is 
a client of Gee's, and the other 
two companies concerned, Austin 
Reed and Benefit Footwear, fell 
in with the proposal. 

The combined advertisement 
was prepared in Gee's studio. 
In the centre of the full page 
three typical shoppers were 
pictured with a “balloon” pro- 
claiming: “Leicester’s new shop- 
ping centre opens to-morrow in 
Belvoir Street.” At the foot of 
the page was the statement “ An 
announcement by Benefit Foot- 
wear—Austin Reed—Kendall.” 
The remainder of the page was 
white. 

In the same issue Kendall's 
took a half-page of their own. 


DE COURCEY PLANS 
NEW DAILY 


Kenneth de Courcey is plan- 
ning to turn his London Free 
Press into a national daily. He 
stated last week: 

“I am aware of the difficulties: 
we have noted a recent unsuccess- 
ful attempt to launch a new daily. 
My group will not move until it 
has the mnecessary machinery, 
staff, distribution arrangements, 
and above all financial resources. 
However, my objective is a new 
daily with a strong Revival 
slant.” 

Mr. de Courcey 


’ is now in 
America. 


‘BBC Quarterly’ to 


cease publication 


The BBC Quarterly is to cease 
publication. The current autumn 
number is the final issue. 

A statement from BBC Publi- 
cations explains: “It is felt that, 
for the time being at least the 
Quarterly has served its purpose 
in conveying information and 
opinions on the art and science 
of broadcasting.” 

The BBC Quarterly was first 
published in April, 1946. 


Provincials’ plans 


for Christmas 


The Newspaper Society has 
recommended to its members 
that there shall be no publication 
in England and Wales of pro- 
vincial mornings either on Christ- 
mas Day or Boxing Day, Mon- 
day, December 27, this year. It 
is also recommended that provin- 
cial evenings should not be pub- 
lished on Christmas Day but may 
be published on Boxing Day. 


— 


agency's conference and executive offices redesigned. 


office o 
like. 
Miller. the architect. 


This is what the new 


F. H. K. Henrion, the director of visual planning, now looks 
he redesigning was tackled jointly by Mr. 


Henrion and Peter 


The development is featured in an article in the 


current issue of “ Display.” 


A number of questions 
were discussed—but not de- 
cided—at the joint meeting of 
the Independent Television 
Authority with representa- 
tives of the Institute of 
Practitioners in Advertising 
and the Incorporated Society 
of British Advertisers last 
| Friday. 
| Sir Robert Fraser, director 

general, ITA, outlined the 
general principles that will 
govern the Authority in its 
choice of programme contrac- 


Judson’s farewell: 


‘SQUASH AD 
COST STORY’ 


At a luncheon for space buyers 
on Friday, Ralph Judson, retiring 
head of the BBC Publications 
advertisement department, said 
goodbye to old friends after 28 
years in the same job 

He will bid farewell to agency 
directors and others at another 
function soon, 

G. S. Strode, head of BBC 
Publications, presided at the 
annual lunch for space buyers. 
He said Mr. Judson was one of 
the few people who had held the 
same jobs throughout _ their 
careers with the BBC. 

Tom Henn, editor of Radio 
Times, who will take over as 
advertisement chief, paid tribute 
to Mr. Judson. 

Mr. Judson spoke of his 32 
years im advertising. He referred 
to the tremendous advances there 
had been in techniques during that 
time, and regretted that “the 
ignorance about advertising 
among people outside it has 
grown considerably.” There was 
a big job to be done to squash 
the old story that advertisements 
raise costs, 


tors and the allocation of 


| 

| 

| 

| 

| 

| 

| 

| 
times. | 
Publication of the Authori- | 
ty’s programmes is to await | 
clarification of copyright re- | 
quirements. Audience re- | 
search is unlikely to be dis- | 
cussed until the announce- | 
ment of contractors, which is 
| 

| 

| 

| 


within about a 


man, ITA, left for a visit to 
the USA last Friday. 

. 
Planning—or 
snobbery ? 

Whether or not a 14-foot high 
advertisement for a local firm of 
motor dealers should be allowed 
to remain on a site in Blackpool 
Road, Preston, was discussed at 
a Ministry of Housing and Local 
Government inquiry at Preston 
last week when Mason Lang Ltd., 
contractors for the sign, appealed 
against Preston Corporation's 
refusal of consent to continue the 
use of the site. 

F. Cartwright, northern man- 
ager for Mason Lang Ltd., said 
he detected an air of snobbery 
in the decision that the sign, 
opposite a church and school, and 
in a residential area, was detri- 
mentai to amenities, The sign 
was neat in appearance and jn 
keeping with nearby property. 

L. E. Hughes, for Preston Cor- 
poration, said the contractors had 
co-operated by offering to reduce 
the size of the sign, but a more 
commercialised part of Blackpool 
Road would be more suitable. 


The sign was visible for a long 
way among good-class houses in 
a district still regarded as a lead- 
ing residential area of Preston. 
It was not snobbery to try to 
maintain the amenities there. 
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One of the first steps Walter Graebner took when he left Time-Life to 
become managing director of Erwin Wasey & Co., Lid., was to have the 


Unions agree in 
‘Sketch’ dispute 
standing 


of Operative Printers and 
Assistants, and the 
Machine Managers’ Trade 


the national dailies for a day. 


‘Harper's Bazaar’ 
provides material 
for window displays 


Harper's Bazaar are continuing 
their planned promotion schemes 
in November with a promotion 
for Steiner's Starmist. 

Steiner's have secured nearly 
100 window displays throughout 
the country and Harper's Bazaar 
are poe some of the special 
display material, 

This is being delivered to the 
retailers in a presentation package 
which includes streamers, 
coloured stars, and a fan which 
carries the message: “For you, a 
touch of mystery — Steiner's 
Starmist.” 

A showcard is also being sent 
featuring a full page colour 
advertisement for Steiner's Star- 
mist in the November Harper's 
Bazaar. 


®@ Continued from page 151 


FRANK WATERS 


and served on its general pur- 
poses committee. In 1952 and 
1953 he was president of the 
Regent Advertising Club. 

He married in 1933 Joan 
Maude, actress daughter of 
Nancy Price and a great-grand- 
daughter of Jenny Lind. 

A personal appreciation in The 
Times included this tribute : 

“No man in Fleet Street was 
better or more widely liked than 
Frank Waters. No man was 
more enthusiastic or more loyal 
to the newspapers which he 
served so faithfully and well. 

“No man more than he 
spanned the conventional divi- 
sions which are too often 
imagined between the different 
kinds of newspapers. 

“All the time his simple 
endeavour was to give whatever 
support and stimulus he could to 
good journalism.” 
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Two new Benson 


directors 


8. H. Benson Lid. have announced 
the election to their board of 


H. Gilbert _ = and Howard 
Barnes. Mr. Hughes joined Ben- 


son's as a senior copywriter in 1950, 
after five —— as a copywriter with 
London Press Exchange Ltd. 
year ago he transferred to the execu- 
tive side of Benson's. 

Howard Barnes, a copywriter at 
Benson's before the last war, left 
Erwin Wasey Lid., where he was 
copy chief, to take over a similar 
position in Benson's in May this 
ear. Before joining Erwin Wasey 
td. he was a copywriter at the 
J, Walter Thompson Co. for four 
years, and served in the MOI 
throughout the war. 

Another S. H. Benson Lid. 
appointment is that of Mrs. Evelyn 
orbes, recently with Vogue, as a 
consultant on fashion and beauty 

* * os 


Following the resignation of 
D. Hudson, secretary of Mail 
Publications Lid., Dublin, to take up 
an appointment with a manufac- 
turing firm the board has appointed 
Edgar White, of J.C. Dann and Co., 
accountants, as his successor. 
W. M. Fullerton will be chief 
accountant. Norman Collier Clark, 
who has been associated with the 
editorial department of the Evening 
Mail for 25 years, transfers to the 
administrative side as assistant to 
the managing director. 
7 * + 
E. H, Hull, advertisement director. 
Daily Herald, is at present on a 
journey in the US and Canada, 
visiting his many friends there and 
making new contacts. 


‘Mirror’ presentation 


“Daily Mirror’ and “Sunday Pictorial” 

H. proposes the 
health of &. M. Gray, who recently 
succeeded G. Bull as the group's pro- 
at a luncheon for 


chairman C 


duction manager, 


senior production and _ publishing 
overseers of the group. Left to right: 
John y+ ay oe deput armen. Mr. 
Gray, in Gibson, deput 


production manager, and A. E. Ashw 
circ ulatic mn manager 


-s 4 been appointed 
oat sales promotion 
officer in die British Transport Com. 
mission's commercial advertisement 
division. Mr. Booty, who joined the 
British Travel Association's research 
department after the war, went to 
America in 1950 as assistant mana- 
ger of the British Travel Centre, 
New York. During his four years’ 
stay there he carried out much of 
the planning in connection with the 
10,000-mile tour of the United States 
made by three London buses. 
* * a 


David Souray has joined Foote, 
Cone & Belding Lid. as an account 
executive. He has been a senior 
account executive at Greenlys since 
1951, and before that was with 
Astral Arts Group. 

o - * 

The newly appointed director of 
trade publicity at Australia House, 
K. M. Jarvie, has arrived in this 
country from Australia. A former 
executive of the J. Walter Thompson 
Pty. Ltd., he will be responsible for 
directing publicity campaigns to 
promote the sale of Australian foods 
in the United Kingdom. 

* * 


Miss Ivy MacEwen, principal of 
Northern Publicity Service, Leeds, is 
relinquishing control of the agency 
which she founded in 1946. It is 
over a year since Miss MacEwen 


suffered a severe accident in 
London, resulting in some ten 
months’ absence from business. 


Now she plans a winter holiday be- 
fore reappearing in another field of 
advertising. Northern Publicity 
Service has already moved into new 
premises in Queen's Arcade, Leeds, 
and as from November | becomes 
a private limited company, restyled 
Northern + rnd Ltd. piogapes 
director will Michael Wilson, 
formerly with the Wakefield Express 
series. 


Ernest Lumsdon to 


retire next year 


Ernest Lumsdon, London adver- 
tisement director of Westminster 
Press Provincial Newspapers since 
1943, is to retire mext spring. 
Before occupying his present posi- 
tion, Mr. Lumsdon was advertise- 
ment manager of the Yorkshire 
Observer and the Bradford Tele- 
graph and Argus. He had been 
associated with the Bradford news- 
papers for 34 years and was manager 
of the Leeds office from 1919 to 
1929. Mr. Lumsdon was a founder 
member of the Publicity Club of 
Leeds and is well known to adver- 
tising agents throughout the country. 


* - ” 


W. R. Phillips, production man- 
ager, Mather and Crowther Ltd., 
was elected chairman of the Adver- 
tising Agency Production Associa- 
tion at the association’s second 
annual meeting. The new committee 
comprises Perey Allard (the J. 
Walter Thompson Co., Ltd.), Frank 
Chinock (Young and Rubicam Lid.), 
George Mitchell (Foote, Cone and 
Belding Ltd.), and Harold Butler 
(Saward, Baker Co., Ltd.). The 
association now has 91 members 
representing 40 agencies. 


Crookes ad chief 


Ex-bomber pilot, Michael Barry 
Carroll, becomes advertising man- 
ager, Crookes Laboratories, Ltd., on 
November 1. Aged 30, he is at 
present product gro "s executive of 
Smith & Nephew, and was 
previously assistant ‘advertising 
manager, Macleans, Lid. His wife, 
Jean Carroll, used to be assistant 
media planner with Crawfords. 

* 7 - 


Walter Ivens has been appointed 
advertising manager of Allied Iron- 
founders Lid. His responsibilities 
cover the advertising and public 
relations for the twenty-three UK 
subsidiary companies of Allied Iron- 
founders. 

He succeeds N. Graham Streat, 
who has held the post for the past 
six years. He has been appointed 
to the board of their Australian sub- 
sidiary company, Allied Iron 
founders Proprietary Lid., and will 
leave England for Melbourne at the 
end of October to become general 
manager. 

* * * 


Horace A. G. Emery, who has 
been with the paper for five years, 
has succeeded W. Fraser Simpson as 
advertisement manager of the 
Cambridgeshire Times. Mr. Simp- 
son retired recently after holding 
the post for 32 years. Addition to 
the paper's advertisement staff is 
L. Warnett. 


om * * 

John V has been elected to the 
board of David Macaulay Adver- 
tising Lid. Further appointments in 
the agency are R. Gottlieb, recently 
with Holden's, to control the traffic 
department, and Terry Watts to the 
studio. R. T. E. Upton will con- 
tinue as space buyer. 


Raymond O'Keeffe, managing direc- 
tor, O'Keeffe's Advertising Service 
Lid., Dublin, with his bride, Miss 
Deirdre McNamara, of Glenageary, 
Co. Dublin, jollowing their marriage 
at St. Joseph's Church, Glasthule. 


de J. Stewart, general manager 


Cly 
Cook's Pepi Mg. ggernd Lid. 


and his b a Bick, after their 
wedding at St. Anselms Church, 
Stanmore. 
_ * 

New media manager for Roles 
and Parker Ltd. is Mary Killick. 
For many years she was with Geo. 
J. Smith & Co., Ltd.. and until 
recently was their media director. 

More News About People on 
Page 204. 


Obituary 
Miss M. Cran 


Miss Mary Cran, whose death on 
Tuesday, October 12, was announced 
last week, first entered advertising 
by working on The Hardwareman. 
In the early 20s she joined Punch 
as assistant to Miss Marion Jean 
Lyon, and was later appointed 
assistant advertisement manager. 
She continued in this position until 
946, when she joined Courier. 


W. Mann 


The death occurred last week of 
William Mann, for four years on 
the production and contact side of 
= Kingham Advertising Agency 


Head Office = 


80, FLEET 


STREET, LONDON, €. 
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‘My Daily Mail 


| FIND my Daily Mail a friendly fellow. Too 
many papers are all snap and snarl. ‘ Com- 

ment’ is about my favourite leading article, 

sound, independent sense, finely written. 

I like my old friends Illingworth and Lane- 
Norcott (though I do not see enough of Maurice): 
and Don Iddon, who paints with such gusto the 
best picture of the States. I even like Peter 
Quennell, though he never reviews my books. 


ADVERTISER'S WEEKLY 


IR ALAN P. HERBERT spent two years reading Law at Oxford 
and fifteen making it at Westminster—not to mention 
nine years in the Naval service earning two good conduct 
badges. Readers of his essays in humour know him affection- 
ately as A.P.H.; theatre-goers have loved his! bretti for comic 
operas and Cochran revues ; inexpert pools punters are 
grateful for his published tips on permutations. Here he is 
in his riverside home at Hammersmith. 


by SIR ALAN HERBERT 


I like the Pools Department, though the type is 
not good for old eyes. I like Tanfield’s Diary 
and other odd corners. 


I like the look and feel of the paper. It does 
not shout at me with enormous headlines: it 
does not offend me with a hysterical make-up, 
and too many pointless pictures. In short, I am 
glad to throw the Daily Mail a friendly flower 
or two.” 
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Leicester 


‘Greater efficiency’ is being 


forced upon advertising 


New men are ae mark in advertising and helping 


to raise its standards, 


rek J, Roe, joint managing director 


of F. John Roe Ltd., told members of the Publicity Club 
of Leicester. Advertising had never been so prosperous than 
it is now, he believed, and quite a lot of expansion was taking 


place, especially in ideas. 


Minister opens 


session 


Liam Cosgrave, Minister for 
External Affairs, was the speaker at 
the inaugural lunch of the 1954-55 
session of the Publicity Club of 
Ireland, when Liam Boyd (TWA) 
was formally installed as club chair- 
man by t outgoing chairman, 
David P,. Luke. 

The Council of the Club has 
elected the following officers for the 
1954-55 session: vice-chairmen, 
Melville Miller (rish Times) and 
G. P. L. Cooke (Lever Bros., 
Ireland); honorary treasurers: 
George 8. Childs and Miss Winifred 
Stacey; honorary secretary, Albert 
Price (W. D. & H. O. Wills). 


Liver 


New chairman 


At the annual meeting and luncheon 
of the Liverpool and District Publicity 
Association W. Eric Sutton, who held 
the office of vice-chairman for the last 

year, was 
unanimously 
elected chair- 
man for the 
coming year. 
Mr. Sutton is 
the public re- 
lations officer 
for the Mersey 
Docks and 
Harbour 
Board. 


Mr. Sutton 
replaces W. 
John Merrick 
os Gapmee. 
ee eorgeFisher, 
W. E, Sutton Associated 
Photo Services becomes vice-chairman 
of the Association, whose president 
is Lord Derby. John Hardwicke is 
taking over as honorary secreta 
from Thomas Sherman, of the Daily 
Herald,who was elected vice-president. 


London 


Own fashion show 


Members of the Publicity Club of 
London had their own private dress 
show when Helena Jeffers, merchan- 
dise editor of Harpers Bazaar, 
addressed them on the “Art of the 
Mannequin Parade.” Her talk was 
illustrated by models from leading 
French fashion houses. 


_At the same time, a greater effi- 
ciency was being almost forced upon 
advertising as a result of shortages 

material and manpower, 

“Heavy taxation and high over- 
head charges make it increasingly 


necessary for every move we make 
to be costed, so t we can see if 
= are profitably employed,” he 
said. 

He made two forecasts: that 
advertising men would have to take 
a much greater interest in market- 


Club News 


ing, and that a new description 
would have to be found for adver- 
tising managers—“a term that is 

coming out of date.” 

Productivity had been a subject 
under discussion for years, but only 
now was is beginning to mean any- 
thing worth while. fa some trades, 
there would be a big expansion, 
higher profits and more goods on 
the market as a result of increased 
productivity. “Advertising, in rela- 
tion to intelligent marketing, will 
a bring that expansion,” he 
a ; 


Aberdeen 


Officers re-elected 


At the annual meeting of the 
Publicity Club of Aberdeen A. J. 
Mitchell and William Barr were 
re-elected chairman and vice-chair- 
man respectively. 

Other office bearers elected were: 
honorary secretary, > fa 
Strachan ; honorary treasurer, 
Robert G. Hall; council members, 
J. R. Carry, A. Farquharson, J. D. 
Gill, V. Johnstone, and J. Pirrie. 

The immediate past chairman, 
Bruce Farquahar, who is leaving 
Aberdeen for Edinburgh, was 
elected an honorary member for ‘his 
services to the club. 


Nottingham 


Advertising’s function 


Discussing the relative merits of 
advertising and personal selling, 
G. Boulton, district sales manager 
of Thomas Hedley & Co., Ltd., told 
the Publicity Club cf Nottingham 
that advertising’s functions were 
threefold. It had to be informative, 
to create a desire to possess, and to 
divert potential buyers into a given 
avenue. 


Guest speaker Jack House (centre) meets some of the officials of the 
Glasgow Publicity Club. - re right: D. M. Wilkie, F. C. Dench, 


vice-president, Mr. House, 
president, and PF. 


= 
Neon signs in 
Moscow 


There is a great deal of neon 
lighting to be seen in Moscow, Jack 
ouse, feature-writer of the Glas- 
pow Evening News, told the Pub- 
icity Club of Glasgow. 
ring his recent visit to Russia, 
Mr. House said, he asked an inter- 
preter what two neon signs on top 
of a building were, a was told 
that one was an advertisement for 
tomato juice and the other for face 
cream. There was only one brand 
of tomato juice and two of face 
cream. And they were advertised, 
he was told, “so people would know 
oy were on sale.” 
here was no advertising at all 
in Pravda in Moscow, he said, or 
any of the morning papers, but there 
was advertising in the evenin 
papers—column after column o 
what really amounted to small ads. 
The BBC had to have good sales- 
—— and good presentation to 
rsuade people to listen or look, 
elville inwiddie, Scottish con- 
troller of the BBC, who spoke on 
“Eavesdropping as an Art,” told 4 
later meeting of the club. 


Norwich and Norfolk 


Further series of 
advertising lectures 


Latest club to arrange a series of 
educational lectures in advertisin 
to attract new members to the clu 
and to raise the standard of adver- 
— in the area is the Norwich and 
Norfolk Publicity Club. 

First lecture in a series of six, 
under the collective heading of “An 
Introduction to Advertising,” will 
be given to-morrow (Friday) night 
at the Norwich School of Arts and 
Crafts. It will be called “What is 
Advertising?” and will be given by 
R. Dehn, advertising manager of 
Reckitt & Colman Ltd. 

The series will then continue at 
the school every Friday evening. 
After the lectures have all been 
given, there will be a summing-up 
and discussion session on Novem- 
ber 26. 


sourlay, the club's immediate past 


D. Greenhill, treasurer. 


commentators Audrey 
Russell and Wynford Vaughan- 
Thomas gave a _ behind-the-scenes 
talk to the Women’s Advertising 
Club of London . .. C. G. Williams, 
local assistant postmaster, lectured 
to the Advertising Club of Oxford 
on “Postage Stamps” . . . The Bristol 
and West Publicity Club have 
opened a series of publicspeaking 
practice sessions. . . . A fashion 
parade of clothes “for women in 
advertising’ was given to the Regent 
Advertising Club. 


Advertising 
Diary 


Friday, October 22 
PUBLICITY CLUB OF GLASGOW 
luncheon meeting. Bill Tait on 
‘Humour and the Press." 
Grosvenor Restaurant. 12.55 p.m 
REGENT ADVERTISING CLUB social 
Monday, October 25 
PUBLICITY CLUB OF LONDON “Al 
Home” to newspaper columnists. 
Aldwych Club. 6 p.m 
BRISTOL AND WEST PUBLICITY CLUB 
T. W. C. Glover on ‘The Adver- 
tising Agency, Its History. 
Structure, and Function."’ 
Tuesday, October 26 
INSTITUTE OF PUBLIC KELATIONS film 
show. British Council Cinema, 
Hanover Street, W.1. 12.45 p.m 
PUBLICITY CLUB OF LONDON public 
speaking section. Sign of the 
Blackmoor's Head, Whitcomb 
Street, W.C.2. 6.30 p.m 
REGENT ADVERTISING CLUB lecture. 
F. A. Fanning on “‘Blockmaking 
Problems.’ 
Wednesday, October 27 
PUBLICITY CLUB OF LONDON journey 
to East Greenwich works of South 
Eastern Gas Board. Meet at 
entrance to works at 2.15 p.m 
SOUTHERN BRANCH OF MASTER SIGN 
MAKERS ASSOCIATION, annual 
dinner. and dance. Rembrandt 
Hotel, London, 8.W.7. 
REGENT ADVERTISING CLUB monthly 
concert of classical music. 7 p.m. 
Thursday, October 
SOCIETY OF TYPOGRAPHIC DESIGNERS 
James Moran on “Newspaper 
Typography ,."” Lecture Room, 
Monotype Corporation, Fetter 
Lane, E.C.4. 7 p.m. 
PUBLICITY CLUB OF THE COTSWOLDS, 
meeting. Neal Arden on “‘Com- 
mercial TV." Fleece Hotel. 


A single 
insertion 
in the § 
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(A.B.C, AVERAGE NET SALES 8,200,208 weekiy) 


‘RADI TIMES is a National Campaign for nine days-plus 
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39% of all adults with a TV set 


in their household read the D A | LY M ! 4 i 9 Ay 


27% of all adults with a car 


in their household read the D A i LY M i R i 0 R 


25% of all adults with 
a refrigerator in their 


household read the D A | LY M | if R 0 R 


25% of all adults with 
a washing machine in their 


household read the D A | LY M : R 0 P 


These figures are a 
extracted from the 


uPA Survey, 1954 _ tO be continued next week 
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‘Selling must be represented 


on top management’ 


AMERICAN EXECUTIVES EXPLAIN HOW 
TO STIMULATE THE SALES FORCE 


RITISH and American sales executives, in conferences in | 


London and Leeds, were at one in insisting that only by 


being represented on top management could selling fulfil its | 


functions properly in a free enterprise system. 


At the annual dinner of the 
Incorporated Sales Managers’ 
Association which preceded their 
one-day conference on “Select- 
ing, training, and stimulating the 
sales force,” C. W. R. Mawle, 
chairman of ISMA, claimed that 
the salesman was expected to 
combine something of the skills 
of the psychologist, accountant, 
technologist, and barrister, and 
urged directors to ensure that 
there should be a salesman on 
the board. 

G. R. Ticoulat, chairman of 
National Sales Executive, USA, 
and leader of the visiting team 
of Americans, backed this with 
a plea that sales executives must 
also understand their own role 
in the competitive enterprise 
system. 

“The production men thought 
they had won the war, but when 
things changed they came crying 
to the sales force,” he said. 

The members of the National 
Sales Executives who took part 
both in the London conference 
and that of ISMA’s Leeds branch 
are visiting Britain and most of 
the countries of Europe this side 
of the tron Curtain, with a view 
to exchanging ideas and informa- 
tion on the latest techniques of 
sales management, marketing and 
distribution, 

At the dinner the toast of the 
Association was proposed by 
fe * Hutchison, MP, 
Parliamentary Under-Secretary 
of State and Financial Secretary, 
War Office, who is a past-presi- 
dent of ISMA. 


Government policy 


The purpose of this Govern- 
ment, he said, was to try to 
broaden the area of trade, even 
if it meant more competition. 
Salesmen should not be afraid 
of competition, because it was 
to that mast that their flag 
was nailed, The more competi- 
tion increased, the move impor- 
tant was the salesman’s role. 

“What value would you have 
in a static world?", he asked. 
Your whole raison d'étre is to 
plan ahead and imagine, You 


Clifton Suspension 
Bridge, Bristol . + + 


plan and think ahead for new 
markets; you try to anticipate 
new tastes. As the director of 
your Association has said, 
“Change is our ally.” 

Lord Luke, president of the 
Association, proposing the toast 
of Anglo-American fellowship, 
said that competition between 
the two countries was competition 
between friends. 


Educate youth 

The toast was acknowledged 
by four members of the American 
team, headed by Mr. Ticoulat. 
He urged the need to teach youth 
something of the competitive 
enterprise system. Many young 
people, remembering only the 
depression of the late °30s, fol- 
lowed by a controlled, but un- 
healthy, economy, were apt to 
choose the latter. 

The other American speakers 
were: C. Clair Knox, a past 
chairman of National Sales 
Executives, who said he was im- 
pressed by the courtesy of British 
sales staff and the business 
aggressiveness of British business- 
men ; Pierre A. DuVal, the presi- 
dent of an investment advisory 
service ; and R. Carter W. Jones, 
sales promotion manager of Du- 
Pont’s petroleum chemical divi- 
sion. 

During the conference the fol- 
lowing day, Mr. Knox, who is 

resident of the Rexair Division, 

artin-Parry Corporation, said 
that, however efficiently manufac- 
tured and properly designed a 
product was, it could not 
enjoy success unless it were 
effectively merchandised. By 
means of an ingenious gadget 
to simulate penetrating power he 
symbolised his contention that 
only when salesmanship was 
added to the product, the man- 
power, and the advertising, could 
full penetration of the market be 
achieved. Advertising, he said, 
did a job just as much as the man 
who knocked on the door, but 
thee were many manufacturers 
who advertised their products, 
but forgot to sell them. 

The conference was enlivened 
by some remarkable demonstra- 
tions. In the morning, E. J. 


This special display unit is to be 
used by the Cotton Board, which 
has its headquarters in Manchester, 
to promote the sale of cotton goods. 
The unit is being made available for 
special cotton displays or exhibitions. 


Rainey, W. E. Wood, and their 
colleagues in the sales department 
of Lamson Paragon Supply Co., 
Lid., gave a witty, excellently 
acted and often highly amusing 
dramatised demonstration of the 
technique of selecting and train- 
ing sales personnel. In the after- 
noon it was the Americans’ turn, 
and Messrs. Knox, DuVal and 
Jones all used demonstrations to 
excellent effect. 
Irish conference 

As the initial engagement of their 
tour four members of “Team 
South” of the National Sales 
Executives addressed the second 
Irish-American Sales Management 
Conference (arranged by the Ireland 
branch of ISMA). They were 
Elmer T. Krueger (selling), Win- 
field C. Cook (consumer selling), 
Pierre DuVal (The use of credit as 
a sales tool) and Roberts K. 
Brokau (“Magic Barrel’—public 
relations). 

Chairman of the Conference was 
C. W. Chesson (Aspro-Ireland), 
chairman of the Ireland Branch, 
ISMA, who also presided at a 
luncheon given in honour of the 
visitors at the Metropole, Dublin. 
Guests at the luncheon included 
the Minister for External Affairs, 
Mr. Liam Cosgrave; Warren 
Adams, US Chargé d'Affaires; and 
Timothy J. O'Driscoll, chairman 
of Coras Trachtala (the Dollar 
Exports Board). Later the visitors 
were the guests of Coras Trachtala 
at a private dinner. 

About 100 members of ISMA 
and kindred organisations attended 
the Conference. 

At Leeds the American speakers 
were Elmer R. Krueger, Ross 
Martin, and Roberts Brokow, 
junior. The proceedings opened 
with a reception by the chairman 
of the Leeds Branch, ISMA, 
Henry J. Sutcliffe, and a civic wel- 
cume by the Lord Mayor, Cr. H. S. 
Vick. Lt.-Col. F, Eric Tetley, 
president, Leeds Branch of ISMA, 
and Sir James Croysdale opened 
the speaking. 
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Newspaper finance 


‘Mirror’ group 


raise interim 


Both Daily Mirror Newspapers 
Ltd. and Sunday Pictorial News- 
papers Ltd. have raised their 
interim dividend. The Mirror's 
has gone up to 10 per cent, as 
compared with a 74 per cent 
interim for 1953-54, and the Pic- 
torial’s to 124 per cent, as com- 
pared with 10. The Mirror's 
total dividend last year was 20 
per cent for the third year in suc- 
cession, and the Pictorial’s was 
274 per cent. 


‘Manchester Guardian’ 
profits up 


A substantial recovery from the 
“exceptionally low” trading 
balance of £241,479 for 1952-53 
to £333,337 is shown in the full 
accounts of the Manchester 
Guardian and Evening News for 
the year ended March 27, 1954. 
Profit, before taxation of £106,000 
(£69,000), rose from £131,827 to 
£209,636, or only about £2,500 
less than in 1951-52 and rather 
better than in the two years 
before that. 


Times Publishing 
trading boost 


In the year ended June 30, 
1954, group trading profits of 
the Times Publishing Co. rose 
from £254,956 to £369,547. After 
tax and all other charges, there 
is a net profit of £155,697 
(£135,362), of which £140,817 
(£112,612) is attributable to the 
parent company. 


Dividend cut 


to ten per cent 


Portsmouth and Sunderland 
Newspapers Ltd. have declared 
an interim dividend of 10 per 
cent, compared with 11 per cent 
last year. 


The planners are 
tidy-minded 

An application to erect a poster 
hoarding in Old Bailey has been 
rejected by the Court of Common 
Council at the City of London 
Guildhall. 

The planning committee stated 
that their aim in refusing was to 
have “a tidy city.” 

The committee’s contention 
that the hoarding would be 
injurious to amenities was criti- 
cised as “sheer bunkum.” 


Head Office : SILVER STREET and BROADMEAD, BRISTOL 


.- + allied to the West Country 


the West 


London Office : 85 FLEET STREET, E.C.4. 


sristoL EVENING POST 


More than 134,000 copies sold daily—Largest circulation in 
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Selling to the Key Men 


IN INDUSTRY, COMMERCE and FINANCE 


A Readership Survey completed in July 1954 gives 
these important facts : 


%*% 71% of INVESTORS’ CHRONICLE readers are Company Directors 
and Executives in Commerce, Industry and Finance. 


% 81% of readers have shares in many companies, 34%, of them in 
from 6 to 20 companies, 37% in more than 20. 


%& 80%, of readers rely on the INVESTORS’ CHRONICLE as a guide 
to their investment dealings. The survey also states “A high proportion 
of readers looked to the paper for general economic and industrial 
information.” 


%* 67% of readers have taken the INVESTORS’ CHRONICLE for 6 
years and upwards. 


THE INVESTORS’ CHRONICLE thus takes your advertisements 
direct to the men who matter. 

It had an A.B.C. Certified Net Sale (Jan./July 1954) 
of 19,506 copies weekly — more than twice the sale of 
any other financial weekly. Sales are now more than 
21,000 copies weekly. 


The Investors’ CHRONICLE is the only financial weekly offering you 
an A.B.C. certified net sale figure. At £60 a page, surely the most 
economical way of bringing a wide variety of goods and services to the 
attention of men of substance and influence. 


* Conducted by Research Services Lid. in London and S.E. England. 


Space Buyers and Advertisers are invited to write or ‘phone George 
Bullock, the Advertisement Director, for full information. 


INVESTORS’ CHRONICLE 


The Investment Weekly with the largest circulation and the longest record of sound opinion. 


GROCERS’ HALL COURT, LONDON E.C.2 + MONARCH 8833 
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THE SPECIALIST 


Selling ability can not be 
measured except by results. 
There is no known way of 


The same applies to the advertis- 
ing man—if he is a real adver- 
tising man afflicted with the 
hard-selling bug. . Neither at 
the beginning of his career nor 
at its peak can his ability be 
gauged by scientific test. 

Can he sell? That is the question, 
whether the medium be the 


e at the house- 
wife’s door, the skilled copy in 
the press adve or im- 
aginative art work. 

And the answer can be found 
only in the order book. 


Executive responsibility 


T _, perhaps, is an over-simpli- 
don of the basic truth when 

ie to that highly compli- 
cated organisation which is 


the over-development 
specialist is so apparent. 

As Hubert Oughton, chairman 
of Crawfords, told the Society 
of Diploma Members of the 
Advertising Association last 
week-end, the rise of the 
specialist could lead to “the 
avoidance of responsibility and 
the feeling by executives that 
they need not devote their 
time to creative thought.” 

The danger, of course, is that the 
specialist might dominate crea- 
tive advertising to such an 
extent that sight is lost of the 
sales message. 


Those who are preparing schemes 
for selecting and educating 
recruits for advertising ayencies 
would do well to heed Mr. 
Oughton’s warning. 

Aptitude tests are proposed. 
Possibly they may be useful 
aids to selection of school- 
leavers, but they are not suit- 
able for fully fledged creative 


men, 

Apprenticeship schemes are 
nearer the mark, but where 
would the graduate fit in? 

The older men at the top of the 
business may well wonder why 
it is that agency chiefs cannot 
pick good men as did their 
ureat predecessors. Did Higham 
or Crawford call in the psy- 
chologists when they wanted 
cony eamnet 


A good product gets the right audience in 
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Talking Points 


Beadle: saad jobs for the 


JAMA 


HAT does a top man in 

the £2,000-plus income 

group do when he wants a job ? 

Does he read through the 

classified columns and chase 

anything good which happens 
to be going ? 

You bet he does ! 

And, more than that, he inserts 
his own advertisement offering 
his highly skilled services to go- 
ahead concerns. 

We know that. . 
business. 

But the Incorporated Advertis- 
ing Managers’ Association think 
the top men are too shy to go 
job-seeking, and they have a set 
up what they describe as “a pro- 
fessional appointments bureau.” 

C. J. Rose, chairman of the 
Print wee! new professional 

appointments committee, ex- 
plains: “We are not setting up 
in Opposition to the Advertising 
Appointments Bureau—-we have 
supported that body financially 
and one of our officers is a 
director. But we believe that 
there is a real problem regarding 
the advertising of key jobs. Few 
big concerns want to openly 

vertise that they have a key 
position vacant. We are pre- 
pared to act as the confidential 
go-between.” 


Secret correspondence 


When a key position falls 
vacant the appointments commit- 
tee will nominate a member who 
is outside the industry in which 
the vacancy has arisen to handle 
the appointment from start to 
finish, Members will be in- 
formed of the type of job that is 
vacant and applicants will write 
direct to the committee member's 
private address, He will select 
the most suitable applicants and 
arrange interviews. No _ corre- 
spondence will s through the 
Association's offices. 

Owing to the expense jnvolved 
in each case the Association will 
only act if the employer con- 
cerned undertakes not to advertise 
the vacancy elsewhere until 
IAMA nominees have been inter- 
viewed, The system will only 
be used for key jobs with a salary 
of at least £2,000. 

The Association must not be 
surprised if the _ ill-informed 
mutter about “jobs for the boys.” 
Or if progressive firms resent what 
they may regard as an attempt to 


. we're in the 


boys? 


limit the field from which they 
may draw talent. 

The Association is also running 
an appointments register for jobs 
in lower categories. 


EXPORT ADVERTISING 
HE most disturbing feature 
of the recent Survey of 

Appropriation Trends conducted 

by Apvertiser’s WEEKLY was 

the strong indication that many 

advertisers are not planning to 

step up their activities in the 
rt markets next year. 

heir attitude appears to be 

that marketing abroad is an 
increasingly difficult operation 
and they will therefore concen- 
trate their major efforts in the 
home market with its expanding 
economy. 

This is a short-sighted attitude 
because the sustained prosperity 
of Britain must depend on the 
development of her foreign trade. 
And it is an attitude based on 
false foundations. 

It is quite true that selling in 
overseas markets is hard selling. 
It is also a fact that there are 
many opportunities abroad if 
only our marketing men _ will 
learn how to exploit them. 

A letter in the Financial Times 
(October 19) pin-points the prob- 
lem and upbraids the unenter- 
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£2,000-a-year 


prising and ill-informed market- 
ing man: 

“The advertising media 
should be properly studied and 
properly used. Many English- 
men go to America with no 
knowledge of the US buyer 
and they deal with him as if he 
were the European buyer: 
America is large and _ the 
American way is expansive and 
highly competitive. It may be 
all right for international con- 
ferences to take up a ‘we won't 
tread on your toes in trying to 
find rooms for ourselves 
policy, but this will take the 
salesman nowhere.” 

The question is: Are the 
markets hard or the salesmen 
soft ? 


ALLLIT UP 


HOSE dismal jimmies who are 

always attacking the sign 
industry ought to listen to Cr. B. 
Lowthrop, of Hull. He wants to 
see as many illuminated signs as 
possible all over the city’s 
shopping centre. 


Of the various schools of 
thought on signs he subscribes 
to the one which believes in as 
much light as possible. 


Cr. Lowthrop goes further. He 
thinks that public opinion should 
be sounded on this subject. And, 
in his view, the public would 
plump for the bright lights every 
time. 


TO-MORROW’S TOPICS 


® Measures to be taken by 

cigarette manufacturers with 
top-selling brands to combat 
new brands will include the 
introduction of new packs 
with special opening devices. 


®@ Specialised film producers and 
leading advertising agents are 
holding discussions on prob- 
lems concerning the use of film 
in commercial television. 


© A campaign is being considered 
to re-educate the public in the 
appreciation of farmhouse 
cheese. Talks are going on 
which may lead to the Milk 
Marketing Board handling a 
joint publicity drive for the 
cheesemakers. 


@Gas supplies in the west of 
Scot’and have been considcr- 
~% improved, and publicity ts 

ote stepped up to boost con- 
cel tion. Space and water 
heating devices will be featured 


@ Several new Ronson lighters 
will be launched next year with 
heavy advertising. “Revolu- 
tionary” new features will be 
incorporated in the models. 


© Fur traders are considering how 
to meet increasing competition 
from “synthetic furs” which are 
heavily advertised. The Inter- 
national Pur Trade Federation 
is urging member organisations 
to launch campaigns. 


© Advettisements on the TV 
screen in Scotland “within two 
years” is the forecast. The 
fourth independent station—to 
follow those in London, Birm- 
ingham and South Lancashire 
—will be constructed north of 
the border. 


© Radio Times plant is being 

extended in preparation for 
the printing of 10 million 
copies of 76-page issues. 


ROUND TABLE 


> 


in advertisements. 


Lislener 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 
All Enquiries ¢ Head of Advertisement Dept., B.B.C. Publications Broadcasting Howe, Portland Place, London, W.1 
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' The DAILY HERALD has 
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_more readers per copy : 


oy peat 
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Readership fours ps the I 11) 4 ELIS 
National Readership Survey I 4 P A SURVEY 
ALL ADULTS SHOWS THAT: 


— = 6,786,000 people read the DAILY HERALD 
DAILY MIRROR 4608 ~=—-:12.789 in any given day. 
DAILY EXPRESS 4133 11,608 ab 59 pence DA icth oo 


DAILY HERALD 1,865 6,786 ats 
DAILY MAIL 2,170 5,839 thousand readers and with dominating 12” « 5 


NEWS CHRONICLE 1,361 3,796 ‘ and 11" x 3” display spaces, the DAILY HERALD 


DALY SKETCH 798 2,540 is the most economicel medium available to 
*ABL. aaa tatu ga Iy53, the period during , ; ; ti 


the survey was carried out. 


Reaches the masses with the money to spend 


E. H. HULL, ADVERTISEMENT DIRECTOR, "DAILY HERALD,”’ ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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Hulion’s 


BOYS AND GIRLS 
EXHIBITION 


will be held at 


NATIONAL HALL - OLYMPIA 


in 1956 


HULTON PRESS pioneered the field of children’s journalism with 
their famous papers Eagle, Girl, Robin, and Swift, all of which have 
been phenomenally successful. In these they set a new, higher 
standard of children’s entertainment. 

Now they lead the field again with the first ever Boys and 
Girls Exhibition. 

All enquiries regarding this unique Exhibition, which will 
open on Tuesday, 28th August 1956, and close on Saturday, 
8th September 1956, should be made to:— 


The Exhibition Committee, 
HULTON PRESS LTD., 43/44 SHOE LANE, LONDON, €E.C.4 
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Specially taken for 


ADVERTISER’S WEEKLY 


Amuable in appearance and somewhat diffident in 
manner, Hubert Oughton suggests nothing of the 
forceful go-getter normally associated with success 
in advertising. Yet, clearly, there must be some- 
thing “to” a man who has become chairman and 
managing director of the agency from which he was 
once sacked, who has been three times president of 
the Institute of Practitioners in Advertising, and 
who has done important executive work for 
the Advertising Association and for NABS. 


The forcefulness must be there, but it is the 
amiability that is the more apparent quality. He 
is not posing when he proclaims: “I have always 
liked people in advertising.” And it was evident at 
the luncheon at which IPA members presented him 
with a cocktail cabinet (and a writing desk for Mrs. 
Oughton) that he is liked by people in advertising, 


Nearly all Mr Oughton’s business life has been 
spent in Crawford’s. The “sacking” was owing to 
the outbreak of the first world war. There was also 
a brief non-Crawford interregnum after that war. A 


job as a cinematograph newsreel cameraman gave 
him some useful technical knowledge about pictures 
(photography is still his hobby); and the selling of 
razors for women (a failure in imposing chemists’ 
shops on main streets, but a huge success in small 
side-street shops) taught him much about human 
nature—particularly the human nature of people to 
whom one wishes to sell. 


Along with his liking for advertising people and 
his pride in his profession goes, necessarily, a deep 
impatience with their ill-informed detractors. Adver- 
tising, he insists, is not a cost on goods ; it is part of 
the instrument of selling and, as such, is a power for 
good, if properly used. 

Still only 58, Hubert Oughton should have many 
more years in which to preach his gospel and to add 
to those personal and public services to his profes- 
sion which have made him the first agent to earn 
the “Nobel Prize” of advertising—the Mackintosh 
Medal, which he is to receive next month. 


CONTACT 
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Advertising Case History—61 


How Bonnie Prince Charlie 
became a dollar earner 


RAMBUIE was known 

only to a very few people 
50 years ago. Most of them 
lived on an island off the 
north-west coast of Scotland. 
To-day Drambuie is one of the 
world’s “great liqueurs.” To the 
Americans it is a top imported 
liqueur. More modest con- 
signments occasionally breach 
the Iron Curtain. From the 
frozen oil towns of Canada to 
the remotest atolls in the Pacific 
there is a constant call for 
Drambuie. If it does nothing 
else, the story of Drambuie 
shows once again that, given 
a good product, hard selling, 
and intelligent publicity, the 
markets of the world can be 
prised open. 


No easy task 
Prised open? 


But surely there is nothing 
easier to sell than a pleasant 
alcoholic drink ! 

Far from it. 

Remember that 50 years ago 
the drinks that were known as 
“great liqueurs” were French 


The use of Bonnie Prince Charlie in con- 
pave Pg Pd we pe BEY Ws 
ay to be remarkably effective. 

towahed octitds chests the world ove. 


and Dutch and had been tradi- 
tional drinks for generations. 
Drambuie entered what might be 
called a “ tight” market. 

First of all it had to make its 
way in Britain, a country which 
has never been renowned for 


delicacy of palate—a country 
which pl refers “wallop” to 
“spirits,” would rather drink 


spirits ion, wine. 

Malcolm Mackinnon came to 
Edinburgh from the Isle of 
Skye with a few bottles of 
Drambuie in his baggage. He 
knew the excellence of Drambuie 
because it was a family drink and 
had been prepared in his home 
for years. The tradition was that 
the recipe had been given to one 
of his ancestors by Bonnie Prince 
Charlie, during an historic occur- 
rence in 1745-46. 

The 


This advertisement 
appeared in 
full colour. Mature 
whisky is becoming 
available as post- 
war distillings be- 
come _ marketable, 
and advertising is 
reaching now into 
markets that have 
been deliberately 
neglected in the 
past. The major 
difficulty is to 
maintain the differ- 
ence between a 
liqueur based on 
whisky and a 
“whisky liqueur.” 


fi 


The tradition that 
the recipe of 


Prepared since 1745 from Bonnie 
Prince Charlie's personal recipe, 
Drambuie is now a iets with 


Drambuie was 
handed down by 
Bonnie Prince 


Charlie has been 


put to effective use 
in this advertise- 
ment. 


There was some shrewdness 
behind the use of the legend as a 
sales story. It gave a romantic- 
ally patriotic background to 
Drambuie that was certain to 
appeal to a Scottish market— 

What is a liqueur ? 

It is a description that is cor- 
rectly applied to a blending of 
herbs and flavourings with a base 
of mature spirit. That spirit may 
be brandy, whisky or any other 
pure spirit. But it must be 
mature, ancient and mellow. Of 
the genuine liqueurs the few most 
acceptable brands become the 
“great liqueurs.” This is a matter 
for the connoisseur and his 

late, a realm still unconquered 

y advertising. 


Imitators defeated 


Of the quality of his product 
Malcolm Mackinnon was certain. 
It is this quality that has defeated 
the many imitators who have 
flattered the success of Drambuie 
by mixing commercial alcohol 
(aged 24 hours) into concoctions 
that would not deceive a Scotch 
terrier. 

Drambuie’s first year of trad- 
ing saw the disposal of 12 cases. 
Within 10 years of the founding 
of the firm the House of Lords, 
through its cellarman, com- 
mended the Scottish liqueur. 

That was in 1916. 


By the end of the first world 
war trade was well established 
and the stage was set for expan- 
sion. 

Advertising until then had 
been sporadic and followed no 

rticular policy. Yet, with an 
instinct for the appropriate, it 
was always concerned with the 


romantic origin of the liqueur. 
When policy became established 
in the '20s, it dealt less with 
Drambui¢ itself than with its 
origin— 

@ Prince Charlie, 

@ The secret recipe, 

@®The romance of the High- 

lands. 


Breaks the rules 


This policy, open to criticism 
by orthodox authorities, is a 
lesson in itself; it breaks the 
rules in the only permissible way 
—successfully. ere is no con- 
cise sales story, no mouth-water- 
ing list of ingredients, no direct 
persuasion. 

“The liqueur of Prince Charles 
Edward Stuart” was the only 
claim that Drambuie made—a 
claim to an association with 
a long-dead historical figure in 
whom few were greatly interested, 
and of whom even fewer knew 
anything precise uae puanrwees 
made a film about h 

Meanwhile, this divine elixir 
had to meet the hard facts of the 
world market. 

In the ‘20s everyone was 
drinking cocktails. Drambuie 
became a cocktail ingredient ; 
cocktail recipes were published ; 
Drambuie cocktails won prizes. 
The connoisseur shuddered and 
sipped his Drambuie, as he 
a his whisky, neat. 

America prohibition 
educated the public in the appre- 
ciation of liquor. When the ban 
was lifted Drambuie entered the 
market stronger than ever. 

It now ties for top place in 

the dollar market, along with a 

@ Continued on page 168 


FOR CIRCULAR AND SAMPLE DISTRIBUTION 


house to house—any town in the United Kingdom 


CIRCULAR DISTRIBUTORS LTD., 21 vetcn sr., uverPoot. rovar 8861 
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mesman with a giant’s capacity 
ang top level contacts, yet as 

Pentle anftypersuasive as they come... 
that’s THE FIRQXCIAL TIMES ! 
George Cohen Sorf¥&_ Co. Ltd. are among 
the many leading indut ta! advertisers who 
regularly reach Top Manag@ment through 
the pages of THE FINANCIAL TIM&g, This 
exceptional newspaper is widely read % 
and respected in the offices and boardroo 
where industry’s buying decisions are 
made. For getting the attentive ear of even 
the ‘unapproachable’ executive there 
is no finer medium than the well-trusted 
pages of THE FINANCIAL TIMES. 


Men who mean business read 


THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR ~ 72 COLEMAN ST. £.C.2 
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How Complicated 
Is Your Direct Mail ? 


Do your shots usually consist of a single uncoded enclosure ? 
Or are they as complicated as a mailing we have just completed 
for one of our clients? This entailed : 


(a) Addressing 100,000 envelopes and sorting into batches. 
(b) Multigraphing 30 versions of a basic letter—each for a 
separate list. 
(c) Enclosing 10 different sets of enclosures—according to 
list 
(d) Keying the enclosures with 35 different codes 
(e) Stamping the envelopes in 3 different ways. 
({) Staggering mailings according to schedule. 
Even if your mailings are more complex than this, we can 
handle them. Quickly and efficiently. We specialise in this 
work—although we also mail millions of uncomplicated shots 
each year. Many of them for some of the country’s largest 
firms. 
We can supply lists and envelopes—or address your own. We 
print facsimile letters, match them in, key or code enclosures, 
collate, fold, enclose and mail. We can do the whole job for 
you from start to finish—or you can ask us to carry out any 
one of these operations and do the rest yourself. And our 
prices are the keenest obtainable. 


Whether you mail one thousand letters a month, or half a 
million a week, we shall be pleased to serve you. We have 
recently enlarged our premises and can now look after several 
more accounts— May we include yours ? 


For full particulars of the services we offer 
and details of prices 


POST THE COUPON—TODAY! 
TO 


UNIVERSAL DIRECT 


MAIL SERVICES LTD. 


80-82 Cromer Street, 
London, W.C.1 


TERminus $281 


UNIVERSAL DIRECT MAIL SERVICES 
LTD. 
80-82 CROMER STREET, LONDON, W.C.I. 


Without obligation on our , please send us details of 
your services and charges. o 
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© BONNIE PRINCE CHARLIE continued 


French liqueur. American 
advertising policy, operating in 
1 “liqueur and 


consumer. 

But Prince Charlie makes occa- 
sional appearances and has not 
lost his cunning. In 1952 the 
New Yorker carried full page 
Drambuie advertisements, in full 
colour, showing the Prince in 
highland dress and regalia. Litho 
reproductions were offered free 
of advertising matter, Provision 
had been made for the American 
importing agents to hold what 
was considered an ample stock 
of prints. Prince Charlie made 
such an impact on the readers of 
the world's most sophisticated 
journal that a cable was sent to 
Scotland for further prints which 
were immediately run off the 
machines and flown out. 


Concentration on dollars 


In the years immediately after 
the last war the sales of Drambuie 
had to be concentrated on the 
dollar market. At home, and 
in the “soft” part of the world, 
supply was on a very strict quota. 
This was inevitable, since mature 
whisky was almost unobtainable. 
Advertising was kept to a mini- 
mum in Britain, not to over- 
stimulate a demand that could 
not be satisfied. But it was 
essential to keep the name per- 
manently in the public mind 
since it was inevitable that the 
day would come when Drambuie 
could go into full production. 

The supply-and-demand situa- 
tion is changing again. 

Mature whisky is becoming 
available as post-war distillings 
become marketable. Advertising 
is reaching into markets that 
have been deliberately neglected 
in the past. The only major 
difficulty is to keep the public 
mind clear about the difference 
between a liqueur based on 
whisky and a “whisky liqueur”— 
the latter is a bastard phrase of 


SS MA 
Drambuie 
ES ~eeel 


The secret recipe of DRAMBULE was pre- 
sented in 1745 toa MACKINNON of SKYE 
by Prince CHARLES EDWARD STUART 
a8 4 epecial reward for loyal services. Since 
those histone tumes DRAMBUIE has be- 
come (he familiar delight of both STUARTS 
and HANOVERIANS. Indeed, ali who take 
pleasure in RARE and SUBTLE favour 
know that 4 sip of thw choice LIQUEUR 
always provides an HISTORIC occasion. 
A AMI mE 
THE DRAMBULE LIQUEUR Co LTO 


The Drambuie story demon- 

strates that, given @ good product, 

hard selling and intelligent pub- 

licity, world markets can be 
prised open. 


no real meaning used by some 
blenders who could find no better 
description of their wares. 

The trade now recommends 
that it should not be used. 

Meanwhile the liqueur of 
Bonnie Prince Charlie has 
adopted a further claim—“the 
only liqueur invariably prepared 
on a base of mature Scotch 
Whisky.” 

The firm is carried on by the 
late Malcolm Mackinnon’s 
family. Under the genial chair- 
manship of W. A. Davidson it 
has recently opened new premises 
in Leith, Edinburgh, where it 
operates the largest liqueur plant 
in the British sh Empire. 


A section of the stand at the recent Brewers and Allied Trades 
Exhibition which W. M. de Majo designed for W. & A. Gilbey Ltd. 
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N spite of rough passages — indeed largely because of the storms it has weathered 
—the Rank group is now in many ways in a stronger position than ever before. 
Those whose work is the production, distribution and exhibition of films have reason 
to feel a new confidence. What has made this great recovery possible? The most 


important single factor lies in the very composition of the Group: its overall ability 
to handle so many aspects of the film business. 


BELOW DECKS Within the Group, for example, are 
Denham Laboratories with exceptional facilities for film- 
processing; and British Optical and Precision Engineers, 
who tec the means not only to make films (from lenses 

tes | 


A further group of companies 
takes care of exhibition (in 
Odeon and Gaumont theatres) 
and of distribution. Overseas 
partnerships and interests 
thrive —in spite of competition 
from Hollywood. This root- 
and-branch system—combined with careful planning, 
strict economies and first-class films —has transformed the 
difficulties of five years ago into substantial achievements. 


Today, for example, 50°, of the earnings of the Group’s 


films come from overseas. 


RECORD BREAKER Consider a film like Ealing’s THE 


CRUEL SEA. At the State 
Theatre, Sydney, it cre- 
ated an all-time record 
with net takings of 
£14,023 in one 


week. More records 7 ps 
* 


burg it was described as doing * = 
‘fantastic’ business. In the United 


States it was chosen as one of the ten best films of the year. 
This success story is only one example of what this Group's 
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THE J. ARTHUR RANK ORGANISATION 
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How milkmen are breaking into 


170 


the soft drinks market 


A confused situation is developing in the fields of milk and soft drinks advertising. The 
position is outlined here by a SPECIAL CORRESPONDENT who compares the position 
the United States where, he writes, “each industry is at least trying to 


with that obtaining in 


TS a queer world. We 
currently have the dairy- 

men spending something like 
£300,000 on a_ collective 
advertising campaign designed 
to sell more milk because milk 
production is running ahead of 
consumption. At the same 
time, the milk roundsmen of 
this country are doing their 
best to persuade Mrs. House- 
wife to buy more and more 
orange drinks. 

At a time when these rounds- 
men should be making every 
effort to take full advantage of 
the extensive campaign to sell 
more milk, they are reported to 
be selling something in the region 
of three million bottles of orange 
drink daily. It is hard to believe 
that those sales do not mean less 
milk sold, 

The chairman of the Milk 
Marketing Board, Thomas Pea- 
cock, recently deplored this 


240,380 net sales to practical women only 


and only £204 a page 


A BC Net Sales 240,380 copies a month. ‘lype area 8}” x 6”. £204 page. 
Advertisement Manager, S. H. BOWDEN, Stitchcraft Ltd, 


sell the product it advertises.” - 


policy of milkmen hing soft 
drinks, saying, “We have milk to 
sell and it is our job to sell it.” 
His words, however, have 
apparently gone unheeded and 
the big milk campaign (which, 
incidentally, has had some useful 
mentions recently on our non- 
commercial radio and TV) is not 
receiving the fullest backing of 
the fellow who really matters— 
the milk roundsman. 


Large sums involved 


He prefers to draw his com- 
mission on the soft drinks he 
sells—and why not if he is given 
the stuff to sell ? 


What is the soft drinks industry 
doing while the milkmen are 
ogee | large sums on advertis- 
ing milk and then selling soft 
drinks? The soft drinks manu- 
facturers are stepping up their 
advertising campaign to promote 
their various brands of product 


and—they are now starting to 


push milk-based drinks. 

While their trade journal re- 
cently questioned the claim made 
milk advertisements 


in the earl 
that “milk is the 


One of the adver- 
tisements sponsored 
by the Maryland 
and Virginia Milk 
Producers’ Associa- 
tion in Washington 
newspapers. The 
“knocking copy” 
style of the item 
would, to say the 
least, give rise to a 
deal of discussion 
over here. 
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drink ” the readers were also told 
that in that way the dairymen 
were helping to remind the public 
of soft drinks. 

The wheel has turned full 
circle and soft drink manufac- 
turers are now marketing a steri- 
lised ready-to-drink chocolate 
milk drin and also fruit 
flavoured milk drinks. 

With the milk and soft drinks 
interests in this country so com- 
pletely muddled up, let us look 
at the situation in the United 
States. Over there, a first class 
war is ag between these 
two sections of the non-alcoholic 
drink industry. 

On the left are the soft drinks 


@ Continued on page 172 


best soft 


Ask yourself, mother, or ask yout doctor... 


WHICH WILL HELP | 
YOUR CHILD GROW? 


Spvvedd> 


li Mp 


Great West Road, Brentford, Middlesex. Telephone EALing 6283 


The readers of Stitchcraft, estimated at over 800,000, 
knit, sew, embroider and make things for their homes, In 
the beautifully illustrated pages of Stitchcraft they find 
what they want — good things that appeal to women 
with taste, Stitchcraft covers a huge, highly 
specialised woman’s market. The cost 
of entering it? Only £204 a page ! 


Stitcheraft sales 
are going up 


Latest ABC figures January 
to Fune 1954, show yet another 
increase in Stitchcraft sales 


STITCHCRAFT 
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El automovil pequeno con el motor grandioso 


ee 
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BOTH SPEAK 
THE SAME LANGUAGE 


Both these advertisements—one in LIFE INTER- 
NATIONAL, one in LIFE EN ESPANOL—speak the 
language of sales. 


They speak with unusual impact. For LIFE’S two 
international editions not only have the largest 
page size among international magazines but, 
like LIFE in the U.S., stand out in quality of 
printing and fidelity of colour reproduction. 


They speak to the right people. For the over half 
million people overseas who buy these two 
editions every fortnight enjoy incomes and posi- 
tions far above average. (Better than 9 out of 10 
are in business, government and the professions.) 


They speak with ever-increasing effect . 
of the magazines are passed on.. 
see tie-in displays at point of sale. 


-.- 48 copies 
- a8 shoppers 


No wonder so many leading international companies 
—like Austin Motor Export Corporation Limited— 
are speaking to their best customers and prospects 
around the world in LIFE INTERNATIONAL and 
throughout Latin America in LIFE EN ESPANOL. 
If you also are interested in speaking the language 
of sales, please write for the booklet: ‘More Facts 
about LIFE International Editions’, 
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TIME & LIFE BUILDING, NEW BOND STREET, LONDON Wt 
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How laminated plastics Cie 


172 


can brighten the bar 


HE versatility of their 
decorative laminated plas- 
tic, Formica, for use in hotels 
and public houses, was the 
feature of Thomas De La Rue 


A section of the stand displaying 
Formica applications. 


& Company's exhibit at the 
Brewers and Allied Trades 
Exhibition. 

‘The stand comprised six bars 
with horizontal and vertical sur- 
faces of Formica in different 
colours and patterns. The use of 
mirrors at the back of the bars 
gave a telescopic effect of “long 
bars.” 

In addition, the company illus- 
trated their product in several 
large photographs of different 
types of bars, the tops of which 
were reproduced in colour. 


Pictures of bars 


The photographs depicted bars 
in the “Kenilworth Castle” at 
Shepherd’s Bush, the “Leefe 
Robinson,” a new public house 
at Harrow Weald, one of the 
bars at Epsom racecourse, the 
cocktail bar at the Colony Club, 
and the attractive kitchen at the 
Orchard hotel, Ruislip. 

The theme of the exhibit, that 
there is a colour and pattern to 
suit all tastes in bar design, was 
emphasised by the full range of 
Formica samples on display. 

The designer of the stand was 
Charles Munro and the stand 
builder was A. S. Worth & Co. 


SRMSTRONG con 


th 


x COMFSSY titre — 


The Armstrong Cork Company's stand at the Brewers and Allied 
Trades Exhibition was in the Spanish style. The stand was designed 


by Leslie Abbott in conjunction with the Brewster Owen or; 


sation, 


and erected by Beck & Pollitzer (Contracts) Ltd. 


| e SOFT DRINKS CONFUSION continued 


men with their massive adver- 
| tising. dominated by giants such 
jas Coca-Cola, Pepsi-Cola and 
Seven-up. Their drinks have 
| now pretty generally left the old 
| five cents a bottle price and are 
selling at anything from seven to 
| 10 cents a bottle. But sales are 
|up each year, 1953 showing a 
‘four per cent, imcrease on 1952 
and per capita sales reaching the 
all-time record figure of 1774 
bottles in 1953. 

On the right are the milk in- 
terests. These are  launchin 
advertising campaigns in whic 
no punches are being pulled and 
nothing appears to be barred. 
First point made is that “ bever- 
age prices are up but milk still 
costs only five cents a glass.” 


Then we come to nutritional 


value—always of great appeal to 
the American public. The Mary- 
land and Virginia Milk Produ- 
cers’ Association has come out 
with advertisements in Washing- 
ton newspapers which set out to 
rove that soft drinks provide 
ess than half as much energy as 
milk. 

Directed to parents, this milk 
campaign hinges on making little 
Elmer drink more milk to make 
him healthy and wise. 


At any rate, that is forthright 
advertising even if a little absurd 
as soft drinks claim only to be 
enjoyable, palatable and thirst- 

uenching beverages. But in 
the States, each industry is at 
least trying to sell the product it 
advertises. 


Tele; Bolton 1993. 


TILLOTSONS 


ABC CERTIFIED 
WEEKLY NET SALES: 


BH.9BT 


UAN.—JUNE, 1954) 
RATE : 21/- per s.c.i. 


TILLOTSONS 


MEALHOUSE LANE, BOLTON, LANCS. 
Advert. Manager: Wm. Sheppard 


/ 


JOURNAL 


SERIES 


A series of six ably conducted and well-produced newspapers, each 
with its own staff and catering for its own separate community. The 
series circulates in the heart of industrial Lancashire, famous for its 
mineral and manufacturing resources. 
recognised medium for the announcements of focal authorities and all 
are well patronised by local tradesmen. 
inch, per thousand, compares very favourably with that of similar media. 
One order and one piece of copy suffice for the whole series. 


AVERAGE 


IT’S SO EASY to cover an important area of approx. 
450 sq. miles in the heart of industrial Lancashire with 


Comprising :— 
BOLTON Journal and Guardian 
FARNWORTH and Worsley Journal 
HORWICH and Westhoughton Journal 
LEIGH Tyldesley and Atherton Journal 
ECCLES and Patricroft Journal 
SWINTON and Pendlebury Journal 


NEWSPAPERS LTD. 


6, ARLINGTON STREET, LONDON, S.W.! 
Tele: GRO 5220. London Manager: C. A. Miles 


Each newspaper is the 


The inclusive rate per s.c. 
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The Commercial Grower—which over sixty years has the largest 
circulation of any horticultural trade newspaper—will produce in November 
the second issue of its unique supplement covering all ranges of mechanisation 

in the horticultural industry. 

The Autumn issue of Mechanisation in Horticulture provides an advertising highlight among growers and farmers of 2 to |,000 
acres. Like The Commercial Grower itself, there is a national coverage for manufactyrers of all forms of machines used on 
the land, crop spraying equipment, glasshouse heating plant, fruit graders, soil sterilizers, commercial vehicles . . . . and so we 
could go on. 

Circulation? Certainly! Write or phone Lestie J. Yule, Advertisement Manager. 


THE COMMERCIAL GROWER 


154, FLEET ST. ° LONDON . E.c.4 ‘ Telephone : CENtral 3212 (36 lines) 
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SIPACB Want? 


Not in either sense of the term! Just a 
demonstration of Industrial Safety Cloth- 
ing, in this case against atomic radiation, 
to the readers of PERSONNEL MANAGEMENT, 
WELFARE AND INDUSTRIAL EQUIPMENT. 

This is the Journal, informative, authori- 
tative and right up-to-the-minute, which 
is read by executives who are responsible 
for Industrial Safety. It keeps them 
abreast of latest developments, influences 
them in their purchasing decisions. For 
every product which contributes to Safety 
in Industry, PerRsonneL MANAGEMENT, WEL- 
FARE AND INDUSTRIAL EQUIPMENT is the logica! 
and most effective advertising medium. 


Send for rates and data 


PERSONNEL MANAGEMENT 
ss WELFARE © 
STRIAL EQUIPME 


180 FLEET ST., LONDON, E.C.4. TEL.: CHAncery 8844 


Ad Man’s Bookshelf 


World-wide advertising 
art contrasted 


HE volume of specimens 
submitted for editorial 
examination to the 1954-1955 


| edition of this valuable annual 


of international advertising art* 
was easily a reéord, 

According to the editor, 
Frank A. Mercer, the number 
of examples received in London 
was probabl in excess of 10,000, 
and serene | hundreds of posters 
of all sha and sizes. He has, 
however, had this to say on the 
matter : 

“How can | make it clear 
that to send a \6-sheet poster 
is a sheer waste of a perfectly 
good specimen, its packing and 
postage? It is still done, with 
the sole result that I find myself 
enveloped in its pieces. The 
only way of coping with a sub- 
ject of this size would be to 
have it . . . specially photo- 
graphed at enormous cost, 
which is quite impracticable.” 
This new (the 24th) annual issue 

continues the tradition of those 
that came before; wherever in 
any part of the world sales pro- 
motion and advertising art are 
important, examples of the work 
carried out are presented between 
the covers. This time, some 30 


| countries are represented in a 
| selection of 977 illustrations--87 


of them in colour. 
Range of examples’ 

The examples have been chosen 
from several thousand specimens 
of posters, press and periodical 
advertising, showcards, brochures, 
leaflets, folders, letterheads and 
other forms of direct mail, 
packages, labels and trademarks. 

For the advertiser, his agent, 
the artist and designer, printer 
and engraver this volume will be 
of incalculable value. As a 
work of reference it will keep 
one abreast of the times and that 
is the main purpose of those 


| responsible for producing it. 


_— apart from that, however, 
the value it has for the general 


| reader and student of contem- 


rary life cannot be ignored. 
uch will be found in these 


| pages to enlighten anyone as to 
| the aims and outlook of the 


trading countries. 
In his introduction, Frank 


| Mercer declares that outstand- 


ing, in his opinion, is the 
evidence of the high status of 
Swiss advertising art: “ Their 
pride in skil craftsmanship 
. » « IS Seen not only in the con- 
ception and layout of their ad- 
vertising, but in the loving 
* Modern Publicity, edited by Frank 
a Mescer, published by The Studio 


enthusiasm of the engraver, 
compositor, printer and —_- 
maker, and even in the clean 
colour of their inks and the 
density of their blacks. Every 
specimen is a delight to handle 
and examine.” 


Eager to revive 


Writing of advertising art in 
Japan he sees a picture of 
“feverish, enthusiastic activity 
forced on by a sense of urgency. 
A picture of a community eager 
to revive its industry and its 
external trade, keenly studying 
and using the methods of the 
West, but not yet quite sure of 
the direction it must take, but 
alive and alert to opportunity, 
determined to win b a place 
in international trade.” 

Boundless optimism and ex- 
uberance of spirit, coupled with 
a lively imagination and the 
overworked use of superlatives 
all contribute, in Frank Mercer's 
view, to the strength and appeal 
of advertising in the nited 
States. Then he adds this: 

“Forceful as it is in the 
prosperous and large home 
et, | am tempted to ask 
whether this method of ap- 
proach is as successful in con- 
nection with export trade. Does 
it impress or arouse resistance 
when addressed to less fortunate 
countries, struggling to main- 
tain a much lower standard of 
life? The proper relationship 
between advertising for home 

and overseas markets is an im- 


@ Continued on page 176 
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The publishing house of Evans 

Bros. Lid. are featuring seven of 

their best-selling war books on a 

special counter and window stand 

constructed by Leon Goodman 
Displays Lid. 
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Read by those who take a more than 


ordinary interest in their homes 


Keep House Beautiful in mind for your 1955 schedules 


OLIVE A. BIRD Advertisement Manager HOUSE BEAUTIFUL THE NATIONAL MAGAZINE Co. Ltd., 28 30 GROSVENOR GARDENS $.W.1. SLOANE 4591 
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The filters used in full colour PHOTO- 
LITHO PRINTING filter out from each 
negative those colours not required — but 
not perfectly, and an additional amount 
of hand correction is always necessary. 


Masking is one of our latest methods of 
REDUCING EXPENSIVE HAND- 
WORK TO A MINIMUM. Usuall 
“the mask” consists of a half acengih 
positive made from one of the colour 
separated negatives. It is superimposed 
on a negative from the same set and*a 
screen positive is made, The dark areas 
of the mask cancel out much of the un- 
wanted portion of the negative, giving a 
very much better positive t 
obtainable by normal methods. 


ADVANTAGES 


Much speedier reproduction. 
Lower cost. 


ss 
* 


ALWAYS IN THE LEAD 


Ww: R*+ ROYLE & SON LIMITED 


HEAD OFFICE: LUDGATE SQ* LONDON E-C:4 
Telephone: CITY 6480 
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portant consideration for ail 

advertisers.” 

When he comes to deal with 
British advertising his points give 
much food for thought. The 


| British material he has had to 


consider, in his view, clearly re- 
flects the national outlook. 


Lack of urgency 


“There is the large mass, tech- 
nically proficient, performing its 
function, but without any evid- 
ence of urgency or adventure, or 
the living vitality and sparkle that 
reveal themselves in the many 
subtle ways that add up to high 

uality. These must not be con- 
used with a second group, which 
is perhaps the backbone of adver- 
tising. Here skill and vision are 
directed expertly to the continu- 
ance of a long-term plan, with 
good art work, copy and lay-out 
and well thought-out sequence 
and periodicity. In this section 
is to be found much good work 
deserving of commendation, but 
conservative rather than adven- 
turous. Among all this is a third 
section comprising a relatively 

of artists 


small number and 
agents who are outstanding and 
continue in their lead. It is 
from these _ that progress 
springs. ... 

“Working in London .. . the 
impression I gain . . . from an 


examination of British advertis- 
ing is twofold, Speaking gener- 
ally, the large part of advertising 
devoted to the home market, is 
happily content that the future 
will take care of itself. It is in 
that portion of industry depen- 
dent upon a high export percent- 
age that the opposite expresses 
itself and new ideas, new methods 
of presentation and new stan- 
dards are being cultivated. Ina 
condition of full employment and 
rising sales it is perhaps difficult 


for both sides of industry to be 
other than optimistic, but this is 
an interim period in the levelling 
out of world trade with less 
favourable conditions before us. 
“If British prosperity is to 
continue, capital and labour 
must both bestir themselves to 
make British goods more valu- 
able to the consumers of the 
world and their merits more 
widely appreciated.” 


New dictionary 


aids rhymsters 


DVERTISING copywriters 

who occasionally lapse into 
verse—and the spate of modern 
jingles shows no sign of sub- 
siding—will welcome the J/m- 
proved Rhyming Dictionary, by 
Jane Shaw Whitfield (Thames 
and Hudson Ltd., 15s.). 


This dictionary contains 
115,000 terms, including many 
foreign, slang, and unusual 
words, and the rhymes are 


grouped according to their key 
vowel sounds. Under each 
grouping the lists of rhymes are 
given in three sections, single 
rhymes, double, and _ triple 
rhymes. In each entry the list of 
rhymes is given according to the 
number of syllables each word 
contains, 


Modern innovation 


A number of “imperfect” 
rhymes are given “since off-beat 
rhyming is a modern innovation 
often employed in various types 
of verse.” 

The last major work in this 
particular field is said to have 
been published over 60 years 
ago. 


VIEW of the stand organised by the Siemens Brothers Group of 
Companies at the British Trade Fair to be opened in Baghdad 


on Monday. 


The Fair will close on November 8. Main purpose of 


the event is to show what British industry has to offer the peoples of 


both Iraq and other Middle Eastern countries. 


Siemens will be dis- 


playing a selection of various types of power and submarine cables 


together with an assortment of associated equipment. 


The Group's 


range of telephone apparatus will be represented by a SO-line automatic 
telephone exchange, a 60-line hotel switchboard, and a number of 


automatic desk-pattern 


telephones. 
sections, the stand was easily erected on the site. 


Constructed in dovetailing 
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Winsor & Newton Ltd London England 
Winsor & Newton Inc New York City USA 
Winsor & Newton (Pty) Ltd Sydney Australia 
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SELL WITH DECALOREX! 
THE TROUBLE FREE SALES-AIDS 


DECALOREX REAL PAINT ADVERTISING TRANS- 
FERS and the new DECALOREX DOUBLE-LIFE SELF- 
ADHESIVE STICKERS have the longest useful life for 
the lowest production and fixing cost of any material 
in use to-day, and their brilliance and density of colour 
compel lasting attention. 


Write or telephone for samples to-day—our Service 
Department will be pleased to advise and assist you. 
Portfolios of Samples are also available for Advertising 
Agents and their Clients. 


Other Decalorex Services (which are available singly or 
collectively), include a first-class Screenprinting Division for 
all types of advertising and display work, and a reliable Fixing 


Service throughout all highly populated areas in the United 
Kingdom. 


DECALOREX 
Point of Sale Advertising Limited, 
98, Wimpole Street, London, W.!. 
Telephone Museum 2366 Telegrams ; Decalorex, Wesdo, London 


Women’s Institute members 
are discriminating housewives. 
Use their official magazine 
Home and Country in your 
1955 schedules. 


133,000 Subscribers 
in England & Wales 


HOME & COUNTRY 


THE W.I. MAGAZINE 


155 EBURY STREET, 


LONDON, S.W.1. SLO 0307 


Octroper 21, 1954 


Commercial Artists’ Portfolio 


(CONTROLLING the output 
of a number of artists 
helps to keep one abreast of 
the latest developments in 
advertising technique as well as 
contemporary art trends, 
according to Dennis Keenan, 
studio manager and senior 
designer with Studio Seven, 
whose own work in the poster 
field is characterised by a direct 
and forceful style, the dramatic 
use of colour and frequently 
an engaging touch of humour. 
Three years at the Leyton 
School of Art followed by 
another three years under Eric 
Ferguson in the creative depart- 
ment of Mather & Crowther, gave 
Keenan a solid grounding in 
advertising art. There followed 
the usual period of moving round 
the better known commercial art 
studios in search of added experi- 
ence—and then came the war. 
Now aged 35, he works in close 
collaboration with Denis 
Downey, also a designer and the 
director of Studie Seven Ltd. 


Design for a Lilley & Skinner 
catalogue. 


Dennis 


Keenan 


This poster is designed to have 
times and fares printed on the 
suitcase. 

This creative team has been 
responsible for a considerable 
number of noteworthy advertising 

schemes and designs. 

“The visual expression of an 
advertising idea must be ke 
simple, strong and jmmediately 
comprehensible if it is to be an 
effective instrument of selling,” 
maintains Keenan. “To achieve 
this end the designer must know 
his product, for the successful 
conclusion of his creative efforts 
is strictly in ratio to this know- 
ledge. Good briefing,” he has 
concluded, “is therefore the key 
to good advertising design.” 

Among other’ well-known 
advertisers for whom Keenan has 
worked as a designer with Studio 
Seven are: British Railways, 
Book Tokens (Richmond Towers 
Ltd.), 3-in-One Oil Products 
(Sells Ltd), BEA, Standard 
Cables (Brockie Haslam & Co.), 
Sir Henry I.unn, and ACV Sales 
Ltd. 


An interior bus bill designed by Dennis Keenan for the Derngate 


Café, Northampton. A poster 


evolved in collaboration with a 


colleague brought him third prize in the 1951 contest arranged by 
the British Holidays and Travel Association. 
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-Acclaiming 


our Big, 


BIGGER NEWS 


Already the letters and telegrams of 
acclamation are flowing in for the new, 
double-size Hardware Trade Journal. 
Throughout the industry it has been 
awaited and welcomed as only a really 
important development can be. It is this 
importance that makes the new-size 
Hardware Trade Journal the best advertising 
buy in its field. Your space buyer will 
confirm our statement if you care to ask. 


The new, double-size 
Hardware Trade 
Journal is a 

double-value buy! 


ADVERTISER'S WEEKLY 


National Federation 
of lronmongers 


“Many N.F.1. 
Members, lam 
sure, will 
welcome the 


President, 
Federation of Hardware 
Factors 
“Altogether 
to my mind 
& Progressive 

Step.” 


THE HARDWARE TRADE JOURNAL 


BOUVERIE HOUSE. FLEET STREET . LONDON « E-C.4 Hh 


Chairman, . 
Edge Tool Manufacturers 
Association 
“One big 
advantage — 
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AN ANNOUNCEMENT ABOUT 
TELEVISION ADVERTISING 


N 1949 BRITAIN BEGAN arguing about commercial 
I television. Early as it was, Colman, Prentis and Varley 
started to prepare-—just in case. 

Now, five years later, plans for commercial television are 
crystallising. We have had definite objectives and our 
preparations have been intense. 

eons 5 free TV will be functioning. C.P.V. are ready— 
ready with trained staff, tested procedures, and a full 
background of experience—ready to give their clients 
effective advertising in this as in every other field. 


STARTING FROM SCRATCH 


From the moment we began thinking, certain 
became plain. British commercial television would be 
something quite new : something on its own. It would be 
unlike BBC television because it would be commercial. 
It would be unlike American television because it would be 
British — and especially because there would be no 
sponsored entertainment, as in America. 

Creating advertising for British commerical television 
would, therefore, be something entirely new : something 
no one had ever done before. 

So we had to start from scratch. 

We began by asking questions and seeing people. We 
asked experts. We found American television advertising 
specialists who taught us much. We found BBC tele- 
vision experts who gave us valuable help. But we could 
not find trained British television advertising people — 
because no such animals existed. We had to make them. 


THE AGENCY HOLDS THE REINS 


And then another thing became plain. The new — 
—the British television advertising man — must 
advertising man or woman. An advertising man who 
knows about using British commercial television, just as 
he knows about using British newspaper, magazine, 
poster, direct mail and film advertising. 

In short, television advertising must be a normal adver- 
tising agency function. The creative planning and 
writing, the executive co-ordinating and costing, must all 
be done inside the agency by agency people who know 
what they are doing on behalf of their clients. It must be 
as natural and automatic a of their thinking as the pre- 
paration of press, se irect mail and any other sort of 
advertising (all of which will, of course, go on being as 
vitally important a ever : television advertising, however 
successful, is unlikely to be more than 10°%,-12% of 
total advertising expenditure for a long time to come). 


WE TAUGHT OURSELVES 


As soon as we realised these simple truths, we saw how 
big the problem was. All agency people are trained to think 


in terms of press and poster and the other existing media. 
But how about training them in something which didn’t 
yet exist ?* 

It became perfectly clear to us that we had to train 
ourselves by doing the job. We had to work as though 
British commercial television were already operating ; 
we had to put the work through the agency, as it would 
inevitably have to go; and we had to use specialists for 
those things that they could best do. Thereby we could 
find out what commercials we could actually make in this 
country. Between ourselves and the specialists we 
employed we had to tackle all the questions of script 
writing, casting, running to time in seconds and a dozen 
other things. With the specialists we had to learn about 
rehearsal, voice direction, marrying of sound with action, 
set design and building, dressing and so on, and their 
costs here in Britain. 


A LOT TO SHOW FOR IT 


And that, with the help of our clients, is what we did. 
We put orders for more than 70 commercials — and 
some shopping guides — through the agency. We made 
experimental television commercials for the widest 
variety of products by the widest variety of techniques. 
There was an immense amount of trial in all this — and a 
great amount of error. The errors —and not a few 
successes — we have on film and can show. Both are 
instructive. As a result we have, we think, 

(a) trained a lot of advertising people to think in terms 
of television and work with outside specialists ; 

(b) trained an advertising agency to operate television 
advertising ; 

(c) made many, many, more experimental TV 
commercials than anyone else in this country ; 
(d) found answers to a great many questions about 

British television — questions about technique, 
organisation, and costs. 


HAVE WE GOT THE ANSWERS? 


Of course, we ended with more questions than we began 
with. But here are some questions on which we now have 
views (which may of course be altered by further ex- 
perience, or by rules and regulations put out by I.T.A. 
or programme contractors). 


* It is only when facing the unknown that you realise the great mass of 
accumulated knowl: im an agency about advertising ue ; the vast 
store of knowledge t 1: in. TC" s, 10 pt. Garamond, 16 Sheet Posters, 
the readership of “ Weekly Woman ”’ , the and costs of Messrs. Y as 


t ters and Messrs. Z as blockmakers, and the unspeakably bad printing of 
the Barsetshire Bvening Telegraph, which nevertheless has a very good coverage 
in its part of the world. 


agency needs a great know! to give its clients proper service 


in existing advertising media Sis as much to give proper service 
in television advertising. 
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How cheaply can you make a commercial ? 


How much more do you have to for the very 
best ? Is it worth it ? se 


Is it better to have a series of different films or go on 
repeating the same one? Does the value of varia- 
tion outweigh its greater cost ? 

Is it better to buy one 60-second spot or three 
20-second spots ? Would the frequency and variety 
of the short spots outweigh the greater impact of the 
long one? If so, would they outweigh it enough to 
offset their greater production cost? Will the impact 
of 60 seconds be greater anyway ? 


Can you mix live action and animation ? 
For a product which can be advertised either on 


television or in the press, on which would the 
advertising pound be better spent ? 


How valuable are established TV personalities ? Are 
they valuable enough to be worth their price ? 


What is the relative importance of sound and vision? 
How useful is a jingle, and for what ? 


What sort of voices are most effective: soprano, 
contralto, tenor, bass? Why? When? 


How closely ought your television advertising to be 
married to your press advertising ? 


How will people who have opposed commercial 
television react to a product advertised on it ? 


A newspaper advertisement has no accent: will 
“BBC English” in a commercial annoy (for example) 
Northerners ? 


If your competitors use television, must you use it 
too? If they do not, is it unnecessary for you ? 


Is a television audience a “ captive audience” ? 
If it is footloose — if viewers leave to get drinks 
when the commercial starts — is it worth making the 
commercial seem pure entertainment at the be- 
—_ to keep people in their seats? Or is this 
ouly 


If you are not in competition with our clients 
listed in this advertisement; if you are 
interested in television not for entertainment 
but for selling; and if you would like to see how 
one agency has actually got down to the 
problem, then please get in touch with us. 
We shall be glad to show you our many 
experiments, to tell you about our ideas, and to 


try to answer your questions. 


COLMAN, PRENTIS & VARLEY, LTD. 


Advertising and Marketing 
34 GROSVENOR STREET, LONDON, W.1. MAYFAIR 9111 


Offices in New York, Caracas, Milan, Paris. Associates in 53 Countries 


Some clients in the United Kingdom 


ELIZABETH ARDEN LTD. 
ASHE LABORATORIES LTD. 

Amplex ,Bantol, Bandbox, Headspin 
BENTALLS LTD 
BERKERTEX SALES LTD. 

J. BIBBY & SONS, LTD. 

Rex Margarine 
BRITISH EUROPEAN AIRWAYS 
CADBURY BROS. LTD 

Cup Chocolate, Drinking Chocolate, Bournville Cocoa 
CHARNOS HOSIERY LTD 
J. CINNAMON LTD. Cintique Furniture 
J. & P. COATS LTD. 

COLAS PRODUCTS LTD. 
CONSERVATIVE AND UNIONIST CENTRAL OFFICE 
CROSFIELDS (CWG) LTD. 

Breeze Toilet Soap 
DERETA (LONDON) LTD 
D. H. EVANS & CO. LTD 
DICKINS AND JONES LTD 
D.M.P. SALES LTD. Dried Milk Products 
J.C. & J. FIELD. 

Lavend-air, Care 
FORTNUM & MASON LTD. 

FRENCH OF LONDON 

J. GODDARD & SONS LTD. 
GOYA LTD. 

0. R. GROVES LTD. 

Sunkap, Sunfresh orange drinks 
GUEST INDUSTRIALS LTD. Industrial Agents 
IMPORTERS OF MADEIRA WINE LTD. 
INTERNATIONAL CHEMICAL CO. LTD, 

Bisurated Magnesia, Kolynos 
THE JAEGER ©O. LTD 
LEICESTER TEMPERANCE BUILDING SOCIBTY 
LINES BROS. LTD. 

Tri-ang Toys, Pedigree Prams and Dolls 
WILLIAM MACDONALD & SONS (BISCUITS) LTD. 

Chocolate Penguin, Munchmallow, Glengarry Biscuits 
MANN, CROSSMAN & PAULIN LTD. 

W. M. MILLER & CO. LTD. Mentor Shirts 
PHILIP MORRIS & CO. LTD. 

NATIONAL NEEDLE ARTS BUREAU LTD. 
NECCHI LTD. 

Sewing Machines 
THE NEW YORKER MAGAZINE 
NORVIC SHOE CO. LTD 
REGENT STREET ASSOCIATION LTD. 
RYVITA COMPANY LTD. 

A. & R, SCOTT LTD. 

Porage Oats, Baby Foods 
SHELL-MEX AND B.P. LTD. 

Shel! Petrol 

Shell and BP Aviation Service 

Snowflake Anti-Freeze 

Bitumen Products 
THE SILK CENTRE 
SOUTHALL'S (Birmingham) Ltd. 

STRONG & FISHER LTD. 
JOSIAH WEDGWOOD AND 8ONS LTD. 
WESTCLOX LTD. 


ADVERTISER'S WEEKLY 
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ADVERTISER'S WEEKLY 


£160,000 worth of orders 


booked in six months from a £2,000 


advertising scheme. 


This is just one 


of the successful campaigns 


carried out by Crane Publicity Ltd. 


For details of this modern, 


medium sized advertising ageney telephone 


EUSton 8061 or write to 


Adam House, | Fitzroy Square, W.1. 


AUDITED 
NET SALE 


41,849 


JAN - JUNE 1954 


WESTERN INDEPENDENT 


WESTERN INDEPENDENT ond SOUTH DEVON TIMES 
RATE CARD with full details & Circulation Breakdown from 
C. H. CHISLETT, 7 ALTON TERRACE, PLYMOUTH 1fei.2123-45 


LONDON OFFICE : D. L. CLACKSON, 80 FLEET STREET, E.C.4. Tel. CENeral 2626 
MANCHESTER OFFICE: A. ELLIS, CROMPORD HOUSE, MARKET ST. — Tel. : Blackfriars 6987 


b WOWCARDs 4 


ye 10 ANY Slog 
Consull gs 


SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE S3147-8 


{1GHEST GRADE PEEDY SERVICE 
LEAN © SHARP \ EXPRESS £ 
APTS MANGH ELIVERY 7 


36, NORTH RD.. 
YORK WAY. LONDON, NJ. 
~NORTH 3327-8— 


by Rushworth Fogg 


‘Clients blamed toe drift 


to south of accounts 


RIFT to the south—this is 
a phrase we hear a good 


| deal in agency circles here these 


days. Several large accounts 
have recently been lost by 


| Glasgow and Edinburgh 
agencies to London ones. 


The pattern is that the Scottish 
agent builds up an account from 
£10,000 to £20,000 or £25,000 a 


| year. Then he has had it. In 


nine cases out of 10, I am told, 


| it is the client who makes the first 


approach to the London agent 
and not the other way round as 
some aggrieved Scots have sup- 

. The Scottish advertiser 


| just feels the account is too big 


now to be handled just here. 

He is impressed by the facilities 
of the metropolitan agency, its 
reservoir of talent, its market 
research department and so on. 
And maybe he is not averse to 
acquiring another excuse . for 
journeys to the bright lights. 

About 20 years ago Glasgow 


| agents formed an association to 


discuss how the drift could be 


| stemmed. Nothing came of its 


confabulations. 


The junior view 


This year’s convenor of the 
junior section of the Publicity 
Club of Glasgow, William (Rod) 


| Wilkinson, of Rex Publicity, has 
| been carrying out a piece of 


market research to find out what 
the youngsters want at their 


| monthly meetings. 


They prove to be laudably 


| serious in their desires, preferring 
| educational and social functions 
| as the dominant ones rather than 
| entertainment. They also want 
| @ constitution and a measure of 


independence from the senior 
club, and are willing to pay a 


| subscription to make improve- 
| ments possible. Their recom- 
mendations are to be discussed 


by their seniors. ; 
A meeting of the junior section 


| which | attended was admirably 


conducted by Mr. Wilkinson. He 
asked members to stand up in 


| turn and speak for two minutes 


about something on their minds 
about advertising. Then for 
three minutes questions raised 


| were open for discussion by the 


rest. Among subjects dealt with 


| were the “Drift to the south” (the 


juniors propose to stop it when 
they are in the seats of power), 
education in advertising (the 


| Publicity Club should advertise 


it more, said one young man), 


and space buying (on which 
cynical views were expressed). 


Feature page boom 


Advertising feature pages are 
so frequent just now that one 
Glasgow evening paper adver- 
lisement manager remarked to 
me, not without satisfaction: 
“We're back where we were in 
the °30’s.” 

Glancing over the files for a 
few days back, I find that the 
Evening Citizen (full-size in for- 
mat) carrying two pages of 
“Carpet Fortnight”; two-thirds 
of a page built round the Motor 
Show ; a Hoover page and a page 
featuring the Dumbarton gas- 
works. 

During the same period Glas- 
gow Evening News—whose page- 
size is just over half the Citizen's 
had a page and a third devoted to 
a local clothing business and the 
contractors working on its exten- 
sion; a page on “National 
Hoover Week”; “Carpet Fort- 
night,” five pages ; Hoover again 
a page and a column; Austin, 
one page and four columns ; and 
the paper’s own “Dream fiat” 
promotion, one page and two 
columns. The Evening Times 
has not done as much in this line, 
although it carried three pages on 
carpets and one on Hoover. 

The dignified Glasgow Herald 
from time to time devotes quite a 
lot of space to this kind of 
editorial and advertisement tie- 
up, but there is considerably less 
of it in the Edinburgh, Dundee 
and Aberdeen mornings and 
evenings. 


Not a clue 


How rarely people down south 
realise the size of Scotland 
(29,795 square miles or half the 
area of England and Wales). 
Their ignorance on this subject is 
a source of continual irritation 
to the locals. 

The London headquarters of a 
leading group of trade papers 
recently telephoned its chief 
representative in Glasgow to ask 
about some advertisement copy 
from Selkirk and Stirling, and 
was informed that the man hand- 
ling the matter was not in the 
office. “I suppose he’s just 
slipped out to pick it up,” said 
the London voice, brightly. To 
“pick up” advertisement copy 
from those two towns and bring 
it back to Glasgow would require 
some seven hours’ hard driving. 
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taking it to the textile workers... 
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Workers in the cotton, linen and jute industries 


today command greater purchasing power You can be sure of 
complete coverage of 
than ever before, and form a market well fy Scotland, North East and 
f North West England, 
North Wales, Northera Ireland 


q and Eire, with the help of 
them oft By he hend, Teh ene David Allen Poster Sites, 


worth your attention. You can’t shake 


sure that your sales message reaches them 


if you put it on posters on David Allen sites. 


The textile industries are only a small proportion of the important and thriving industries 


in the areas covered by David Allens. If you're seeking to reach the industrial market, 
David Allens can show you the way! 


DAVID ALLENS 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London, 5.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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Si vous voulez vendre en Belgique 


Als U in Belgié wilt verkopen 


If you want to sell in 
BELGIUM 


you need an Agency who knows 
this dual-outlook bi-lingual market 


PUBLICITE 


PLANET 


The Belgian Agency 
UNDER BRITISH DIRECTION 
can give you the service you require 


58, RUE DE LA LOI, BRUSSELS, BELGIUM. _ Tel. 12.93.76 


Telegrams: PUBLIPLANET-BRUXELLES 


ety 


L’INDUSTRIE 
TEXTILE 


Organ of the Textile Indus- 
try in the Middle East and 
North Africa. 

Published monthly in 
Alexandria. Printed in 
Arabic and English and 
French. 


Carries much Continental 
textile machinery adver- 
tising. 

Specimen copy and rates 
on request from : 


Overseas Publicity & 
Service Agency Ltd., 


29, Oxford Street, W.1. 
GERrard_0737 


INCREASED by 
“prpese fo 


i Write for our new book PUSEIOE 
; is Alwoys Welcome'—post free 
Pertect Letter Co. Ltd. 
9 Red Lion Court, Lon ,E.C4 


ADVANCE 
PUBLICITY » LTD 


“GERRARD 8236 


Swexxrx 
Fi 3-STAR SERVICE — 


QUALITY: SPEED-LOwCosT = 
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How to put punch into 
power plant display 


To dramatise their closed feed system the Scottish engineering firm 
€ GC. & 1, Wek have endo ciective ase of an autmated Boor 


ESIGNED as a prestige 
display, the Weir pre- 
sentation at the Scottish Indus- 
tries Exhibition, gave facts 
about the products made by 


| the group of companies under 


| Ltd. The whole 


| button control 


the parent unit of G. & J. Weir 
two-stand 
feature was an exercise in the 
advertising and publicising of a 
highly technical set of subjects. 

A large stand of 900 sq. ft. 
faced the main entrance of the 
exhibition, and gave prominence 
to land and marine power plant 
auxiliaries of the group, valves 
for special duties, and factory- 
built permanent houses. A 
second stand in the engineering 
section was devoted to the pro- 
ducts of Drysdale & Co. of 
Yoker. 


Flow diagram 


One feature on the main stand 
was an animated flow diagram of 
the Weir closed feed system for 
ships. This showed in section 
form all the units in the main and 
auxiliary feed systems, and the 
flow of water and steam under 
various working conditions. Push 
in addition to 
automatic operation, allowed any 
particular condition to be 
retained for demonstration, after 
which the flow returned to auto- 
matic operation in cycles. Har- 
bour service and manceuvring, 
normal full speed running, “crash 
stop,” and automatic regulation 
of the quantity of de-aerated feed 
water in the system under all con- 
ditions, were all visually demon- 
strated, 

Other products of the Weir 
parent company, illustrating im- 
portant contributions to the 


nation’s export drive, were dis- 


AE 9 


| Interior of the main Weir stand 
Scottish 
Exhibition. 


atthe Industries 


Exterior of the Weir stand at the 


Scottish Industries Exhibition. 

A model of a complete housing 

scheme, similar to those laid out 

by the firm, was also featured on 
one of the stands. 


played in models of sea-water 
evaporating plants, regenerative 
condensing plant, de-aerators, 
turbine-driven pumps, etc. 

A valve for the chemical in- 
dustry, which may comfortably 
be held in the palm of the hand, 
was part of the display by Weir 
Valves Ltd. Another part, by 
way of contrast, featured larger 
special duty valves made of 
highly polished aluminium of un- 
usual design. 


Houses manufactured 


Weir Housing Corporation. 
Lid., is an important member of 
the Weir group, with activities 
quite distinct from the engineer- 
ing companies. They make per- 
manent — in their factory at 
Coatbridge, and transport them 
in sections for erection at sites 
where work has been going on 
simultaneously in preparing 
roads, services and foundations. 
A model of a complete housing 
scheme, similar to those laid out 
by the firm, was on the stand, and 
showed every type of house and 
flat built by Weir's. 

A booklet Civilising influences, 

jally printed for the exhibi- 
tion, described how the products 
of the group affect everyday life 
in all parts of the world. Copies 
of the booklet in Spanish were 
also available to aid the export 
= in Spanish speaking coun- 
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BAKER STREET 
Coca-Cole sign by Cloude-Genero! Neon Lights Ltd. 


OXFORD CIRCUS 


PICCADILLY CIRCUS 


Pa 


SOUTH KENSINGTON 


IMPERIAL CHEMICAL 
INDUSTRIES LIMITED 
LONDON, 8.W.: 
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Review of Poster Advertising 


Pro and con of the 
‘star system’ 


UST as stage and screen stars 
are “typed” by producers 

and casting directors, most g 
commercial artists are pigeon- 
holed, if not card-indexed by art 
buyers. Faced with the rough of 
a poster showing a bowl of 
tinned fruit the art buyer says to 
himself, “So-and-so is the man 
for this. A bit pricey, perhaps, 
but there’s no one to touch him 
on food.” 

And in due course So-and-so 
embarks on his 549th essay in 
stereoscopic succulence. 


Convenience suited 


There are the food-men and 
the machine-men, the child 
specialists and the cheesecake 
merchants. More often than not, 
this “star system” suits the con- 
venience and the pocket of the 
artist, If he has sufficient talent 
and inclination to consecrate his 
life, say, to the anatomy and con- 
stantly changing fashion-lines of 
the motor car, he is assured of a 
good living so long as he can 
hold a brush. 


By STUART LEWIS 


Yet the system has certain 
drawbacks, It tends to limit the 
scope of the truly versatile artist : 
the Hamlet, as it were, who 
wishes to play Sir Toby Belch 
and has the wit to do so. How 
many people know that at least 
one of our leading fashion artists 
draws portraits which contain the 
rare ingredients of satire ? 

Moreover creative commercial 
artists, as distinct from pure illus- 
trators, are encouraged to pro- 
duce what is expected of them ; 
and that means what they have 
already been producing for five 
or 10 years. Many a brilliant 
artist has devised a new form of 
layout, a new use of colour, or 
even a distinctive style of letter- 
ing and has then proceeded to 
flog it to death. Inevitably his 
work has become dated 
sterile. 

The really great commercial 
artist attunes himself to the 
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A great splash of attractive colour is provided by the new posters 
for London Transport. This pair, designed to promote travel to rivers 
and aquaria, comes from Eckersley. The eyes of the fish, in Stuart 
Lewis's opinion, have the “authentic look of mingled aggressiveness 


and surprise. 


A good example a 
of Eckersley's work 


Fs ’ : - 
now to be seen on | OO AL i 


the hoardings. In 
the view of Stuart 
Lewis, this is “Eck- 
ersley at his best.” 


mood of the moment and tends 

to lead his art-buying public 

instead of being led by them. 

The work of Kauffer in the ’20s 
and early "30s still stands the test 
of time, although it has since 
been imitated ad nauseam. In 
its period it was revolutionary ; 
it had something which the others 
had never seen or thought of. 

Where are the Kauffers of 
to-day ? 


Apt and ingenious 

We have Abram Games who, 
although not perhaps such a great 
artist as Kauffer, has an ingenuity 
and aptness of design which is 
astonishing and perpetually re- 
freshing. We have Eckersley 
whose sound advertising sense is 
expressed in a style that is charm- 
ing and decorative but never 
lapses into the pretty-pretty. We 
have several other distinguished 
and established designers, but so 
far as I can see, very few rising 
stars. 

Two good examples. of 
Eckersley’s work can be seen on 
the hoardings now. I am par- 
ticularly fond of his cheerful 
reprobate sitting in the stocks and 
displaying his Tootai-clad feet, 
accompanied by the slogan “For 
foot comfort Tootal socks.” 
In charm, decorative appeal and 
quiet humour this is Eckersley at 
his best. 

No less attractive is his new 
poster for London Transport, a 
carefully designed and colourful 
group of fish whose eyes have 


SOCKS 7 
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the authentic look of mingled 
aggressiveness and surprise. 
* * * 


GREAT deal of nonsense is 
talked by advertising people 
on how the public can be made 
to identify themselves with the 
characters shown in advertise- 
ments. There is a widespread 
belief that in order to win the 
confidence of classes C and D it 
@ Continued on page 188 


The new Oxo poster is extremely 

economical with caption words. 

lt contains a good idea which 

has not been adequately pre- 
sented. 


AND PROVINCES 


PRINCIPAL BRANCHES 


‘LONDON 


MANCHESTER 


112 HIGH HOLBORN, W.C.1. 


BIRMINGHAM 


LEEDS 


WATFORD 


SOUTH COAST 
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“ANOTHER SOLUS TRANSFORMATION” 


It looks far better as a Solus Site 

These two photographs tell an unmistakable story. A dingy, derelict wall has 
been gmiartened and remodelled. Now it is a bright, attractive poster site which 
improves the local amenities. National Solus Sites like this—standing alone, 
right at the point of sale—are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND - LONDON - W.C.2 .- TELEPHONE: TRAFALGAR 49223-8-4 
DIRECTORS: T. A. ALLAM (Managing Director) + &.E. CARTER . P.W. FELTON - BH. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD, 
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What to buy! 
Where to go! 
What to see! 


POSTER ADVERTISING 


provides an essential service 


to the community 


Sheffields 


Poster Advertising Contractors 


since 1852 


Publicity House, Cornwall Street, Birmingham, 3. 


EMBERED a 


ee 


everyone in 


; BB ie... MANCHESTE 


Manchester Postet Services Lid 


27:29:31 Bootle Street, Deansgate, Manchester 2 


Modern Poster Panels— 
Serving and Stimulating 
the Public Interest 


? 


7 PADDINGTON 0166/7 
oe (LLPOSTING 
37 SPRING STREET, W.2 
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e REVIEW OF POSTER ADVERTISING—con:. 


is mecessary to portray C/D 
people in C/D situations. 

othing could be further from 
the truth, 

In an age of anxiety people are 
more than ever disposed to 
explore their dream-worlds in 
search of romance, adventure, 
luxury or social advancement. 
That is why night-starved secre- 
taries who marry their bosses are 
still the best friends of the sales 
department. That is why the 
famous, the beautiful and the 
titled are still unchallenged, and 
why elderly butlers still answer 
the bell. 

This dream - world appeal, 
powerful as it is, must be used 
with skill and discretion. 

The urbane Hawkins and 
genial Hethers, although they 
belong to a rare species, are 
believable characters whom one 
might meet in a book, film or 
Lk oe almost any night of the 


week. 

Not so the butler in the 
Cerebos poster. There is some- 
thing laughable, if not ludicrous 
about this imperious gentleman’s 
entleman filling a  salt-cellar 
rom the Cerebos packet. 

I have seldom seen a charac- 
ter less believable and more 
like a model masquerading as 
@ manservant. 

Nevertheless Cerebos have 
attempted to break new ground 
and to say “Quality” without the 
use of that horrible word. 


* * * 


ap new Oxo poster shows a 
rather sheepish-looking ox 
gazing into a mirror in which an 
Oxo cube is reflected. The cap- 
tion is simply “Goodness—ME !” 

Instead of dismissing this as 
just another of the old school 
posters I am prepared to say that 
it could have been a bright and 


| effective job had it been well 


designed and executed. 
This is true of many posters 


| and suggests a profitable exercise 
| for the student of poster advertis- 
| ing: Take any poster of indif- 


ferent design and try to assess the 
value of its original idea; then 


| imagine how good (or bad) it 
| would be if re-designed by a 
| really first-class artist. 


It will be found that as man 


| good ideas are seeking good de- 


NEW and outstanding neon 

j in Oxford Street, 

has been carried 

Franco-British 

Electrical Co., Ltd., for Alex- 
andre, the multiple tailors. 

The facia sign is in 2 feet 6 
inches stepped-section letters, 
which illuminate the outline in 
rose pink, while leaving the faces 
in silhouette. The words, “Of 
Oxford Street, W.1,” are eight 
inches high and the primrose 
yellow tubing is semi-recessed 
into the face of the letters. 

The name “Alexandre” at the 
top is in three feet six-inch 
letters and is illuminated by 
super-imposed primrose yellow 
tubing. The same colour is used 
for the words, “The house for 
good clothes,” the flowing lines 
of the script being traced by the 
super-imposed tubing. 

To round off the display, the 
building is outlined with rose 

pink tubing. 


signers as good designers are 
seeking good ideas. In other 
words, a brain without an eye is 
no more use than an eye without 
a brain. 


In the full tradition of Christmastide advertising, Raphael Tuck & 
Sons Lid. present a jovial Santa Claus on their latest Underground 
cards. Tinsel is being used to give the lettering prominence. 
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Pos Seal 


MONKS ELEIGH ‘eer Lavenham 


SUFFOLK came 


SEE BRITAIN BY TRAIN 


This new poster issued by the Eastern Region, British Railways, 
glorify Suffolk is from an original by Leonard Squirrell. 


STRIKING addition to the 
Skegness illuminations is this 
illuminated set-piece of 2,300 
lamps provided by Hope and 
Anchor Breweries, Sheffield, on a 
prominent part of the Skegness 
foreshore. Measuring 100 feet by 
14 feet, with a scintillating border 
and eight animations, the scenes 
depict John Hassell’s famous 
Skegness “Jolly Fisherman” 
Although most effective at 
night, the set-piece has consider- 
able publicity value in the day 


time. This is the first advertising 


item to be incorporated in the | 


illuminations. 

Electrical work was by British 
Thomson Houston Co., Ltd., and 
Hope and Anchor Breweries, 
Sheffield. Animated mechanism 
was by W. J. Furse and Co., of 
Nottingham. The design was by 
the Skegness foreshore and 
publicity director W. G. Bos- 
worth, in co-operation with Web 
Publicity Services, Ltd., Skegness, 
who also painted the panels. 
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“exhibition 


HUTCHINSON HOUSE 
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The Mills & Rockleys Area 
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POSTERS make a 


brand name well known. For 
the brief message that makes 
sales thrcugh repetition there 
is no medium like poster 
advertising. Mills &@ Rockleys 
will be pleased to discuss planned 
poster advertising with you. 


Vs ee sn _| MILLS & ROCKLEYS LTD. 


Poster Advertising Contractors 
Administration : 21 Queens Road, Coventry 


This new Underground poster 

for the “Evening Standard” 

aims to stimulate greater reader- 
ship among women. 


Designed by Hetreau, _ this 
poster gives the facts on Under- 
ground platforms about the cur- 
rent French Textiles exhibition. 
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Mechanieal World 


AND ENCINEERINC 


EMMOTT & 
II 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free spacimen eapy and rete cord 


COMPANY LIMITED > 
3! KING STREET WEST, MANCHESTER, 3 \|- 


RECORD 


LONDON OFFICE : 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


ity 
MERCURY © DISPLAY 
S SILKSCREEN 
DISPLAYS e EXHIBITION 
e PERSPEX 
LIMITED e METALWORK 
WORKS & ADMINISTRATION © PLASTERCASTING 
een A My PR 5.W.16. a AND 
2 
ye» , MODELLING 


BOND 
Tele; GROSVENOR 671! 


~ Book space now in w in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 


IN THE MUNICIPAL FIELD 


LONDON OFFICE:— 


L.A. WRIGHT, Ii & 12 BELL YARD, TEMPLE BAR, W.C. 2 


TELEPHONE, HOLBORN 6900 


WAITER TRAYS, 

SHOWCARDS, 
DRIP MATS, 
ADVERTISING 
POTTERY. 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


REGINALD CORFIELD L™® 


LOMBARD ROAD: MERTON: S.W.I9 


TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS -REGICOR, PHONE, LONDON 


Giants? 


..'s you will like our illustrated 
folder about giant photographic 
enlargements. sk for your copy 


. Autotype, Brownlow Rd., W.13. Ealing 269! 


() WELBECK 6655 


PHOTOGRAPHY 


human pictures of human beings 
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More advertisers using 


Blackpool's 


illuminations 


Soe Sete wee Ete ty Go tis OS yee te Be 
evidence 


elaborate illuminated 


tations at Blackpool. There is 


that more and more advertisers are coming to use this type of 
medium to promote products and services. 


EALISING that seaside 

illuminations periods pro- 
vide a growing field, and that 
spectator figures are propor- 
tionately high for the period, 
more advertisers are now 
using this medium, as is 
evidenced by the displays at 
this year’s Blackpool illumina- 
tions. 

There was the “Schweppeshire” 
display (seen in _ Piccadilly, 
London, earlier this year), 
“Jubilee Stout,” “Shell X100,” 
both repeated from last year, 
plus four new displays for Picture 
Post, National Savings, and 
“Shell with ICA.” 


Floodlit tableaux 


Tastefully coloured, animated 
with coloured sign lamps, and 
floodlit, the various tableaux 


have attracted enormous atten- 
tion. 
The whole of the displays were 
oduced for Messrs. Schweppes 
td., Shell Mex Ltd., Hope and 
Breweries Ltd., the 


Anchor 


One of the displays was for 
“Picture Post.” 


National Savings Committee, 
Hulton Press Ltd., through A. W. 
Newton Ltd., Wide Publicity 
Ltd., Outdoor Publicity Ltd., 
Poster Services Ltd., and Hulton 
Press Ltd. by Dominant Sites 
Ltd., with the co-operation of 
Russell Signs Ltd., Harris the 
Sign King Ltd., Fisher Brothers 
Ltd., H. W. Bassington Ltd., and 
Berkeley Electrical Co. Ltd., 
under the direction of G. E. 
Webb. 


The National Savings compaign was well promoted by this major 
display arranged by Dominant Sites Ltd. 


Plea for continuity in advertising 


A plea for “continuity” of 
Scotch whisky advertising was 
made during an appeal by Dis- 
tillers Agency Ltd. against the 
decision of the West Lothian 
County Council to withhold 
authority for the erection of a 
large red neon sign advertising 
King George IV whisky on top 
of the company’s bonded 
premises at South Queensferry. 

David S. C. Simpson, director 
and manager of the company, 
said that their whisky should be 
seen and read about wherever 
their customers went. “If an ex- 

rt customer likes our brand,” 
¢ said, “he should see it here 


as well as in his own country.” 

He said that the sign, which 
was to be 125 ft. long, 19 ft. 
high and erected on a frame- 
work 24 ft. high in the roof of a 
five-storey building, would be 
seen from the Hawes Inn, the 
ferry —— stage, and the 
southern railway approach to 
the Forth Bridge. 

Mr. Simpson pointed out that 
as whisky was still on quota it 
was not possible to get a parti- 
cular brand everywhere, and it 
was important to keep the name 
before the public eye. 

The company were supported 
in their proposal by the local 
town council. 
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‘Educate the executives’ | 


191 


—screen printers told 


SSCREEN printers must edu- 
cate not only the advertis- 
ing agencies’ artists and print 
buyers but also their directors 
and account executives in the 
scope — and limitations — of 
silk screen printing. 

This advice was given to the 
first of the winter meetings of the 
Display Producers and Screen 
Printers’ Association by Peter 
Mytton-Davies. 


Agents learning slowly 


Too little was known by the 
agents about silk screen printing, 
he said. They were rning 
slowly but, in the meantime, 
screen printers were often 
expected to furnish quotations 
for jobs which had been designed 
for lithography or some other 
process. 

The position was frequently 
made more difficult by the fact 
that the client had approved the 
art work before the screen printer 
was consulted. When the latter 
suggested making certain 
modifications to render it suitable 
for the screen process, 
advertising agent was often un- 


willing to agree, for fear of 
offending his client. 
For this reason, said Mr. 


Mytton-Davies, screen printers 
should go to advertising’s top 
men to continue—and quicken— 
the educating process, which 
would give them the confidence 
to approach their clients with 
suggestions for the “new” method. 


Working demonstrations 


He went on to suggest a few 
methods that could be used, 
advocating a working demonstra- 
tion of the process, with a suit- 
able commentary given by tech- 
nicians, at the next screen print- 
ing exhibition, and, improvements 
in the industry's public relations 
using better methods of submit- 
ting PR stories to the trade and 
technical press. 


Process growth 


The Autotype photo-stencil processes, 
published by the Autotype Co., Ltd., 3s. 
CREEN process printing 
has in recent years 
become the acknowledged 
fourth printing process and 
has grown from a mere aid 
to the signwriter into an 
industry. 

It is extremely versatile and 
has a wide variety of applications 
on many different types of 
material. The process is being 
worked to-day in nearly every 
country and new uses are being 
constantly found. 

The products with which it is 
associated range from textiles, 


pottery and glassware to adver- 
tising, display and various forms 
of industrial 


printing. Screen 


process is used on a broad basis 
for the oduction of large 
posters and for the most minute 
detail work in the form of high 
quality radio-dials, graticules on 
scientific instruments, and trans- 
fers for use on metal, glass, wood 
and plastics. 

Manual methods of stencil 
preparation are still widely used, 
but for the reproduction of fine 
line detail and halftone illustra- 
tions in both monochrome and 
colour, photographic copying 
methods are employed, in con- 
junction with stencils prepared 
by Autotype processes. 

The point is made that the 
Autotype processes must not be 
confused with the “direct” 
methods of preparing photo- 
stencils on silk or other gauzes 
which are mainly confined to tex- 
tile screen printing. Light-sensi- 
tive coatings are applied directly 
to the screens—dried—then ex- 
posed to an actinic source of light 
with an opaque line positive inter- 
posed, 


Applications described 


The new edition of this work 
includes working instructions for 
the latest Autotype Company's 
products—“Redico” and “Univer- 
sal red.” Also described are the 
application of screen block-out 
media and stencil water-proof 
solutions all of which have been 
placed on the market since the 
publication of the previous 
edition. 


| World service 


lig stand for Bryce Berger 
Ltd., was designed for the 
recent Commercial Motor Show 
by Lucas Mellinger. Construc- 
tion was by Osters & Fleming 
under the supervision of Bryce 
Berger's publicity officer, Donald 
J. Gaskell. The arrow pointing 
to the globe bore the words 
“Bryce Berger service available 
throughout the world.” 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 


BRILLIANT 
SIGNS LrTp. 


PARAGON WORKS, W.12 
THE ORIGINAL PATENTEES 
OF THE ~PERMENART” 


FIRED-IN DECORATION ON 
GLASS 


FOR ALL TYPES OF ‘POINT OF SALE’ EXTERIOR 
ILLUMINATED & PROJECTING SIGNS, TABLETS, 
METAL SIGNS & NEON DISPLAYS. 


SHEPHERDS BUSH 2281 
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Largest Net Sale in Kent 


KENTISH TIMES | 


AUDIT BUREAU OF CIRCULATIONS. Average 
weekly net sales for the first six months of 1954 


84,800 


THE LARGEST IN THE COUNTY 


% All enquiries to: TIMES OFFICE, SIDCUP (FOO 1155) or 
BANK CHAMBERS, 329 HIGH HOLBORN WCI (HOL 2730 


WE DESICN 
YOU SELL! 


% 
) 
} 


POINTEL®. 


RING- REL: 3075 
o 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


43 860 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnsiow 0016-7-8 
cete een tes MOL 361 
Founder Member London Suburben 
end Home Counties Press Group 


75 Years Old 


We are pleased to remind our 
friends in the advertising world 
that “The Plumber & Journal of 
Heating '’ has now reached its 
75th year of continuous publication, 
and judging from the pre-eminent 
position it holds in the trade, 
appears to be well set for im- 
mortality ! 


Published by 


DALE REYNOLDS & CO., LTD. 
32, Finsbury Square, E.C.2. 


COMPANY REGISTRATION 
Private Limited Companies for the Adver- 
ne, Vuaiehing and Professions 


a Sllemah rod days. 
—. Jrecaos of written or eg 4 


ary 
Business SERVICES yy LTD. 
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RINTERS like a bit of 

“fat.” For the innocent 
let me explain. “Fat” is some- 
thing already set—which can be 
used again. 

It is a human weakness shared 
by most of us—even advertise- 
ment representatives—to prefer 
some of our work to be done for 


us. 

A close study of many of 
the supplements published in the 
provincial press leads to the 
rather obvious conclusion : 

The supplements which are 
fattest are those which carry some 
advertisements which might 
Otherwise appear in the normal 
issue. 

Inevitably so, perhaps. If the 
idea of a gardening supplement 
is mooted and the advertisement 
manager knows that Brown, the 
seedsman, and Smith, the iron- 
monger, take a quarter page 


WILTON EVAN 


regularly each week, then in his 
mind’s eye he sees half a page 
full already, by a simple switch. 

“Rightho !” he agrees readily. 

Who is fooling who? No one, 
really. 

The management may see 
through this simple stratagem— 
but if they reason it out they will 
know that if Smith is moved from 
page 2, and Brown from page 4, 
someone must sell something to 
fill the space. 

Meanwhile the advertisement 
department are away on the new 
project in good heart. They feel 
the ice has been broken for them. 

The most successful supple- 
ments are surely those evolved in 
this way—with a sprinkling of 
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How to sell supplements to 


the men who sell them 


the “regulars” as 
the newcomers. 

For the true test of a supple- 
ment is that it will stand repeti- 
tion. 

Many of the themes which are 
now receiving good support are 
familiar. 


* * + 


One Has seen plenty of supple- 
ments where es = ty 
erick ~ sup —has run dry 

before the fina saith is complete. 
General news, or advertisements, 
appear perchance on the last page 
and what they have in common 
with the subjec. of the supple- 
ment strains the reader’s credu- 


leaven among 


It was a pleasant surprise 
therefore to find a_ nine-page 
supplement on “Hearth and 
Home” in the Whitley Bay and 
District Weekly Guardian. The 
centre eight of a 24-page issue 
formed a detachable supplement, 
while page 17—that is the one 
immediately following — also 
covered the same theme. 

“Hearth and Home” is, of 
course, a wide subject, but it 
may not appear, at first glance, to 
encompass road safety. Yet the 
Northumberland County Road 
Safety Committee were persuaded 
to take space. The copy was 
written or them by _ the 
Guardian's advertisement man- 
ager, A, Blagborough. It bears 
repeating : 

“Nothing suggests safety and 
security more strongly than the 
picture conjured up by the 
words ‘Hearth and Home.’ 

“Seated around the fireside in 
a comfortable chair—perhaps 
wearing a pair of comfortable 
old slippers and enjoying a well- 
filled pipe—life is very pleasant. 

“What a change it is —_ the 
busy streets! No need now to 
be on the watch for the careless 
driver or pedestrian whose 
thoughtlessness could deprive 
you—and him or her—of this 
well-earned respite. 

“You wouldn't miss this com- 


THE 
WELLINGTON JOURNAL 


& 
SHREWSBURY NEWS 
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DAVID L. CLACKSON, 80 FLEET STREET, E.C4 (CENtral 2626) 
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Some of the delegates to the national conference of the Institute of 

Practitioners in Advertising, in Birmingham, who accepted an invitation 

to visit Newspaper House to see the “Sunday Mercury” produced. 
They are holding some of the first copies off the presses. 


fort for the world and you 

wouldn’t want to be the cause of 

any other family circle being 
broken through your careless- 
ness. 

“Yes, home’s grand, and 
whether you are a pedestrian or 
a motorist, you'll do your part 
towards ensuring that everyone 
gets safely home to-morrow 
night and every night.” 

* * ” 

SEPTEMBER proved a pow | 
month for the advertising sta 
of the Widnes Weekly News 
series, for the completion of the 
first part of the new £1,000,000 
College being built at Widnes 
provided a full-page advertising 
feature backed up with staff 
photographers’ pictures and 
editorial coverage. Most of the 
main contractors advertised. 

The following week found 
them busy over the river at 
Runcorn, where a ‘new block of 
modern flats for the Urban 
District Council was ready for 
the formal opening by Ernest 
Marples, MP. Photographers 
and reporters provided the basis 
of a full-page feature which 
incorporated treble- and double- 
column spaces taken by the lead- 
ing contractors. 

To round off a full month, two 
advertising features successfully 
took up two pages. The first was 
based on the film “How to 
Marry a Millionaire,” local shops 
tying-up with the film title. 

The psychological touch came 
with the final page, where “Pre- 
paring for Winter” was the 
theme, and the summer-starved 
shoppers were exhorted to pre- 
pare their homes and wardrobes 
for the “colder” months to come! 

+ * * 

Tue First issue of the Walls- 
end News, the new Northern 
Press weekly newspaper for the 
Tyneside borough of Wallsend, 

ve ample promise of a success- 
ul future. 

It was a 10-page broadsheet 
made up in modern style and well 
illustrated, carrying a back page 
of local news pictures. Main 


headline types were Century 
d, oni, Century and 
Tempo on the sports page. 

Produced on evening - paper 
lines with an attractive and livel 
layout it was tightly packed wit 
well-subbed local news and 
features. 

The leader page carried a local 
gossip feature under the title 
Hadrian’s Notes (the Roman 
Wall began at Wallsend), a profile 
of a local character, and letters. 

+ + + 

Wuat 1s the record total of 
display advertising for any one 
paper to hinge on a single event? 

This query came to mind when 
I heard that 39 advertisers took 
440 inches in the Glasgow Even- 
ing Citizen in connection with the 
125th anniversary of a local firm, 
Wylie & Lochhead. 

Sir Robert Hobart, the director 
in charge of the store, congratu- 
lated the Citizen on “the most 
attractive presentation of all.” 

* * 


Wuen THE Exeter Express and 
Echo celebrated its 50th anniver- 
sary this month it printed an im- 
posing list of advertisers who had 
used its pages regularly since the 
first issue. 

A fascinating review of its 
history from the days when news- 
vendors used to ring their hand- 
bells, was enrich by general 
observations on the vital role 
such papers play in the life of 
the ccuntry. 

Due tribute was paid to 
pioneers of West Country 
journalism—among them men 
like Sir Leicester and Sir Harold 
Harmsworth. (Geoffrey Harms- 
worth continues the family 
tradition.) 

Under the Harmsworth regime 
the Express and Echo a its 
associated papers have shared in 
great technical improvements as 
well us very considerable develo 
ment in all aspects of their work. 
While, on the mechanical side, no 
expense has been spared in ensur- 
ing the installation of the most 
modern equipment, the introduc- 
tion of additional editorial 
features has widened the scope 
and interest of its appeal. 


The 


Independent 


Monthly Journal 


with the 


largest paid 


readership* 


Top Executives 


is 


Business 


THE JOURNAL OF MANAGEMENT IN INDUSTRY 


shows over 13,300 copies so 

every month. 91%, of these oe go to 
Top Executives British ustry and 
Commerce. 


*The A.B.C. certificate for Jan.-June, 1954 
regularly 


Business Publications Ltd., 
180 Fleet St, London E.C.4,—Tel. Chancery 8844. 
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ADVERTISER'S WEEKLY 


NORWAY'S FOREMOST 
ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian newspapers, excelling in 
circulation as well as in volume of adver- 
tisement matter. 

The signal success of the paper is amply 
demonstrated by the pre-war and post-war 
circulation figures: 


Ordinary 
Morning Morning Evening 
Edition Edition Edition 
1939 89,525 112,957 74,012 
1953 147,222 165,523 124,474 


In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 


competitor seriously challenging its position. 


fienpofien 


Oslo— Norway 


Advextising representatives: Joshua B. Powers Ltd. 
14 Cockspur St., London, S.W.1. Tel: Whitehall 3366 


———— 


Norway's second largest 


Morning Daily 
The Leading Social Democratic 


Arbeiderbladet 


With 84% of the circulation for regular 

subscribers, Arbeiderbladet is a powerful 

advertising force in Norway. A popular paper 

reaching families with high standards of living 

and general education — people who can afford 
to buy and who demand quality goods. 


For all information : 


14, DOVER STREET, LONDON, W.1. 


MAYFAIR 8615 
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New statistical survey of 
the Norwegian market 


The Norwegian Adv 


Association has 


ertising recently published 
a survey which will be of considerable aid to those planning sales 
campaigns 


in that market. Work is 


being continued on the project 


to keep it up to date. 


F great help to all who 
plan sales distribution and 
promotion in Norway will be 
the “Norwegian Market by 
Statistics” which has recently 
been published by the Nor- 
wegian Advertising Association 
in their magazine Propaganda. 
Although this report only con- 
firms what most Norwegians 
knew to be true about their 
country, it is the first time they 
have had an accurate guide 
showing a statistical breakdown 
of distribution by area, industry, 
»pulation and wealth, in a 
orm which can be used for 
planning sales and advertising. 


Division of areas 


The survey divides the country 
into 11 major areas. These do 
not follow the particular county 
borders but are arranged geo- 
graphically, or as commercial 
trends (i.e. banking facilities) 
permit. These areas are sub- 
divided into 122 districts, chosen 
principally from the range of 
communication and newspaper 
distribution. Where a_ district 
is seen to have ties with two or 
more other districts, or where 
the newspapers from several 
areas overlap, they are localised 
as separate entities as are the 
surrounding areas of the larger 
towns where there are strongly 
divided industrial trends. 
Bergen area, for instance, is 
grouped into town area, suburbs 
and surrounding districts accord- 
ing to agriculture or fishing. 

The newspaper coverage of 
each district is shown by listing 
the percentage distribution of 
the local papers or leading 
we from another area, and 
indicates that Norway cannot be 
fully covered nationally by any 
individual daily however large 
the circulation. The larger Oslo 
papers show some coverage in 
the major areas, bordering on 
the capital, but apart from that 


A joint display 
of wool and shoes 
arranged by the 
International Wool 
Secretariat, A per- 
manent travelling 
exhibition is being 
arranged by the 
IWS to visit towns 
and villages 
throughout the 
country. A “Sew 
it yourself with 
wool” contest is 
also being organ- 
ised. 


a 


* 


. 


NORWAY 


= ¥ an nw nee esustied for ull 


it is the Y pate pee newspapers 
which hold each area. 

The principal markets, accord- 
ing to wealth, are the four 
largest towns, Oslo, Bergen, 
Trondheim and Stavanger. But 
there are many other local 
districts with an equally impor- 
tant collective wealth. Instead 
of guesswork or lengthy study of 
the official local statistics, Nor- 
wegian advertisers now have a 
summary which will enable 
them to plan an exact campaign, 
grouping local districts accord- 
ing to wealth or industry. 


Plan for surveys 


This report, which is pub- 
lished in Norwegian, was pre- 
peeee by Finn Magnus for the 

orwegian Advertising Associa- 
tion and presents a unified plan 
for the newspapers’ readership 
surveys. In a foreword to the re- 
port, the chairman of the Nor- 
wegian Advertising Association, 
stated that the advantage of the 
survey was that it gave the news- 
papers a common basis for an- 
nouncing their circulation and 
distribution. Many newspapers 
had already published reader- 
ship surveys on the basis of this 
report and others would cer- 
tainly follow. The association, 
he concluded, would continue 
with its work on the Norwegian 
market and the hope is to 
expand and keep it up to date. 

7 * * 

Norway’s population is expected 

to rise relatively most  be- 


@ Continued on page 195 
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e FOCUS ON NORWAY - continued 


tween 1950 and 1970. The in- 
crease has been estimated at 15.9 

r cent, from 3,280,000 to 
800,000. In Sweden the in- 
crease has been calculated at 
only 4.3 per cent, from 7,050,000 
to 7,350,000. The average expec- 
tation of life in Scandinavia has 
increased by 15 years in the last 
half-century. Because of this in- 
creased longevity, the number of 
persons over 65 years of age is 
expected to increase by at least 
60 per cent in Norway from 
1951 to 1971, by 47 per cent in 
Denmark, and 38 per cent in 
Sweden. 

* * * 


The number of employed 
people in Norway at the end 
of August was 1,018,750. This 
is the highest employment figure 
ever recorded in Norway in 
August. It is 16,800 more than 
in August last year. The number 
of registered unemployed at the 
end of August this year was 
4,900—300 fewer than last year. 

> - * 

Industrial production in August 
was 5.5 per cent higher than in 
August last year, reports the 
Norwegian Central Statistical 
Office. Taking the first eight 
months of the year as a whole, 
industrial production in Norway 
was 6.5 per cent higher than last 
year. he biggest increase was 
recorded by the pulp and paper 
industry with an output in August 
20 per cent greater than in August 
last year. The chemical indus- 
try produced 10 per cent more. 

* * * 


The number of foreign visitors 
to Norway this year is expected 


to exceed substantially last 
year’s record figure. The latest 
monthly statistics show that in 
July foreign visitors numbered 
276,952, or 51,700 more than in 
July last year. The great majority 
of visitors were Swedes — 
205,526 as compared with 
163,043 in July, 1953. British 
visitors numbered 10,106 and 
North Americans 10,532. The 
Norwegian Travel Association is 
again this year obtaining visitors’ 
views on their Norwegian holi- 
days. More than 3,000 have 
answered questionnaires so far 
but a complete analysis of 
replies will not be ready until 
January. Generally, however, 
visitors express satisfaction, their 
chief criticisms being the roads 
and the licensing laws. 
* 


A Norwegian Industries Exhi- 
bition in lo closed recently 
after being visited by 210,000 
persons in 17 days. 

* ” * 

The Norwegian Consumers’ 
Council is to publish buyers’ 
guides for various types of goods. 
The council has urged consumers 
to be “knowledgeable and active 
in using their purchasing power 
in the right way. Every shilling 
saved by making correct and sen- 
sible purchases should be re- 
garded as a tax-free income 
increment. Nobody should be 
ashamed to ask about price and 
quality or to check weights and 
measures.” 

The council has declared itself 
very concerned about recent price 
developments. The ordinary con- 
sumer, it contends, has suffered. 


Useful potential export | market 
in Ecuador for UK traders 


HE attention of United 

Kingdom exporters to the 
value of the Ecuador market 
is drawn in a survey of 
the country’s economic and 
commercial conditions pub- 
lished by HM Stationery Office 
(price 2s.). 

Titled Overseas Economic Sur- 
veys: Ecuador 1954, this is the 
latest volume in the series of 
Overseas economic surveys issued 
by the Commercial Relations and 


Exports Department of the Board 
of Trade. 


On the threshold 


Ecuador, says the survey, has 
not really entered into the age of 
modern American development ; 
it stands on the threshold. The 
market is one for which Ger- 
many, the United States and 
latterly Japan are competing 
strongly. Keen prices are a prime 
factor and credit terms important. 
UK goods have, on the whole, a 
high reputation in the country, 
and a useful potential field for 
British enterprise is provided by 
Government contracts. 

Last year, out of a total of UK 


exports to Ecuador amounting to 
over £1.75 million, about 90 

cent consisted of wholly or partly 
manufactured goods. Principal 
items were textile machinery and 
parts, zinc sheet and galvanised 
iron, motor vehicles and bicycles, 
woollen and worsted yarns, 
woollen and linen piece-goods, 
cotton yarns, chemicals and 


This 45-page survey has facts 
and figures on Ecuador’s finance, 
trade, natural resources, industry, 
transport and communications, 
legislation and taxation, and 
social conditions. 


Rise in Irish income 


HE national income in the 

Republic of Ireland in 1953 
totalled £437 million, an increase 
of eight per cent over the preced- 
ing year. Expenditure, at £514 
million, was up by 84 per cent. 
In the last pre-war year, 1938, the 
total income was £157,200,000, 
and after making allowance for 
the changing value of money, the 
1953 income was three per cent 
above that figure, according to 
the Irish Government's official 
Statistical Survey. 


THE SOUTH-WEST IS ONE OF 
NORWAY'S RICHEST AREAS 


if you fly to Stavanger you will land at one of Europe's 
finest airports and take your pick of excellent modern 


For Stavanger is a great exporting city, centre of Nor 
way’s canning industry and of a well-to-do area with 
large-scale fisheries and prosperous farms. 


STAVANGER AFTENBLAD, one of the three big regional 
papers published outside Oslo, dominates the whole of 
this wealthy crea. It is essential to every national 
advertising campaign in Norway. 


Sfavander 2x Affenblad 


BLADET FOR ROGALAND 


Net sale 32,802 daily 


Exclusive U.K. Representatives: 


Joshua B. Powers, Lid. 


14, COCKSPUR STREET. LONDON, 5.W. 1. 


Quality coverage 
in South Africa 


Cape Town 
Durban 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 

SOUTH AFRICAN WOMAN'S WEEKLY 
RAND DAILY MAIL 

SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 


SPOTLIGHT 
FORUM 


Yall cn 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.1. 
Tel.: LANgham $036 


Johannesburg 
National 


Tel. WHI 33 66 


* 
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THE PROOF 


Big Firms making all 

the myriad products and 
by-products of the profitable 
pig—milk processing plants—one 
of Britain's largest chocolate 
factories—industries producing 
shoes, cider, tennis rackets, 
mattresses, machinery — and 
dozens of other things from 
cranes to corsets are all located 
in this compact section of the 
prosperous West Country—which 
can only be properly covered by 
the local papers printed and pub- 
lished in the area—the Bath 
Chronicle on week-days, and at 
week-ends, by the Wiltshire 
News, Somerset Guardian, and 
the Bath Weekly Chronicle and 
Herald. 


Make sure these three completely 
distinct weeklies are 
in your schedule: 


* they reach the prosperous West 
countryman at week-ends when 
he has time to read them. 


GROUP RATE: 12s. 6d. per inch. 
Further information from: 

S. H. Roberts, 134 Fleet Street, London, 
E.CA; Arnold Ellis, Cromford House, 
Market Street, Manchester, 4, or Head 
Office, 33 Westgate Street, Bath. 


GLOVERS 20383 


is the results obtained from 
blici y < P ign in the 


HOME COUNTIES 
NEWSPAPERS GROUP 


of eleven individual focal 

Newspapers circulating 

throughout Beds., Herts. and 
Bucks. 


von AB. mor 


A.B.C. NET SALES 
132,860 


Represented in London by 
WILL KITCHEN, jr., LTD. 
131 Fleet Sereet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 


Advertisement Manager Claude W. Gilder 


GO 
AHEAD 


with that Direct Mail 
Campaign to the Paper 
Making and Allied 
Trades: you'll find 
all the latest British 
and Foreign lists in 
the 1954 “ Paper 
Makers’ and Mer- 
chants’ Directory 
of All Nations.” 
35/- post free. 
(Overseas 40/-) from 


BUSINESS PUBLICATIONS LTD. 
180 Fleet Street, London, E.C.4 


Public Relations 


Octoper 21, 1954 


employee 


in the firm. 


UBLIC relations should be 
angled at a firm’s staff 
just as much as the public, say 
the theorists. One organisa- 
tion who are putting this into 
practice are J. Lyons & Co., 
Ltd., but a venture that started 
as a good piece of employee- 
relations is now bringing the 
name of Lyons to a far wider 
circle of people—the boxing 


public. 
A new series of boxing tourna- 
ments has begun at Lyon's 


Coventry Street Corner House. 
They are held in the Windsor 
Room, capable of seating some 
800 people in pom Reve « 
carpeted surroundings, with 
restaurants and bars almost 
within punching distance. 


Attraction for fans 


The attraction of seeing brother 
Willie in a novices’ 10 st. 8 lb. 
competition, or of dishwasher- 
colleague Tom taking on another 
featherweight for three rounds 
under the brilliant arc lights (or 
even of seeing expert towel- 
flapping of the administering 
seconds—alWays an attraction to 
the novice boxing fan) has always 
brought in mothers and fathers, 
girl friends and work mates. 

But now a new class of specta- 
tor can be found at these Corner 
House shows. With all the know- 
ledge of just exactly when Batt- 
ling Siki beat Georges Carpentier, 
and how many stitches were 
required to patch up the Lewis- 
ham Kid after his last fight at 
Hoxton Baths, the expert boxing 
fans are being attracted to the 
Corner House by such fights— 
sorry, bouts—as the G. Guy v. 
G. Lucas affair in the first Lyons 
show of the new season. 

George Guy was the 19-year- 
old light welter-weight who cap- 
tained the London Federation of 
Boys’ Clubs’ team that went on a 
Pepsi-Cola-sponsored trip to New 
York in May to fight their local 
opposite numbers. 


Building a team 


He and his opponent gave the 
Lyons spectators a first-class dis- 
play, and Guy incidentally was 
defeated for the first time in his 
last 11 fights. Although still in 
his teens he has had over 90 
fights and has won a very high 
percentage of them. 

But star attractions apart, pub- 
lic relations officer Mark Quin 
hopes that these shows will help 
Lyons to build up a team of 


employee-boxers capable of 


Hard hitting approach to 


relations 


By venturing into the field of amateur boxing match promotions 
J. Lyons and Co., Ltd., are seeking to intensify employee interest 
The bouts also offer excellent opportunities for the 
fostering of good relations with the press. 


A keen supporter of the Lyons 
Boxing Club contests is Julian 
Salmon, patron of the club and a 
director of J. Lyons & Co., Ltd., 
seen here congratulating the 
club's middleweight champion. 


taking on any club in the 
country. 

Press officer L. Burrell and his 
assistant P. Jackson are hosts to 
any number of pressmen at the 
ringside. All-time high for one 
of their shows—there have been 
three so far in the Windsor Room 
—is 15, with meals and drinks 
and all the information they 
require laid on. 


First few snags 


For many years now there has 
been for the more wealthy boxing 
supporter the National Sporting 
Club. In almost opulent sur- 
roundings, dinner-jacketed patrons 
watch their sport and dine at the 
same time. And many are the 
promising young boxers who have 
climbed the first few rungs of the 
ladder there as professionals, for 
the original club provides only 
paid gladiators. 

Now, says a school of 
thought in amateur boxing, 
why don’t Lyons do the same 
for the unpaid boxer. They 
have the facilities, the accom- 


the sport itself. 
promote J. Lyons & Co., Ltd. 
@ Continued on page 197 
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@ PUBLIC RELATIONS —continued 


It is an idea that Lyons them- 
selves are considering. Already it 
is rumoured that a_ well-known 
boxing club have booked the 
Windsor Room for their annual 
dinner, when tables will surround 
the ring and some interesting 
bouts will be staged during and 
after the meal. 

But whatever the outcome of 
this matter, Lyons are going in 
for their most enterprising season 
so far. They have some fine 
boxers among their club mem- 
bers, and the novice competitions 
which they are running on an 
inter-House basis are expected to 
provide more. 

And so it goes on. Their 
staff are happy, the public are 
happy, and Lyons are happy— 
and looking forward to a 
prosperous and worthwhile 
boxing future. 


| Speaking up 


ww" goes on in public rela- 
tions in America? Just 
back from a trip to the United 
States is Joan Wilson, a young 
lady who used to work with the 
BBC 


She went there five years ago 
to work for Lever Bros. in New 
York. There she discovered that 
each week there was a staff con- 
ference of the 20 public relations 
executives, and the chairman 
went right round the table ask- 
ing each what he or she had 
accomplished that weck. 


Miss Wilson. admits that she 
was so petrified on the first 
occasion that she could not open 
her mouth. 


Pi stra in 


Let her continue the narrative: 
“I could see everyone raising eye- 
brows, so next week I hardly 
waited for my name to be 
called. I plunged straight in, 
talking 19 to the dozen. It 
worked like a charm. In fact, 
I carried it so far that I began 
popping up with ideas and sug- 
gestions out of turn. That ts 
when they began to notice me. 

“People in Britain don't 
realise that in America advertis- 
ing and public relations are 
definite tools for putting over a 
product. I was quite appalled 
when I came back to Britain last 
year to find how little is known 
about this field: over here.” . 

And Miss Wilson emphasises 
the point which is repeated so 
frequently: “Britain is a long 
way behind the US in advertising 
and public relations.” 

Perhaps we are behind in tech- 
niques—but how about results ? 


Good hunting | 


HE current quarterly journal 

of the Institute of Public 
Relations carries articles cover- 
ing the whole sphere of public 
relations. There are contributions 
by Prince Yurka Galitzine, public 


The French Ambassador, H.E. René Massigli, visited several London 


stores during French Fortnight. 


relations officer for the Hunting 
Group of Companies, Edward L. 
Bernays, the New York public 
relations counsel, I. Harvey 
Flack, editor of Family Doctor, 
R. A. Paget-Cooke, chairman 
of the council, Institute of Public 
Relations, and A. A. McLough- 
lin, public relations officer of 
Middlesex County Council. 


* * * 


UBLIC relations played an 
important part in making 


It's a good job 
we asked him along! 


Catalogue, showcard, 
leaflet or packaging 


He is seen here with Selfridge's 
PRO, Geoffrey G. 


Young (right). 


the French Fortnight promotion 
a success in London, The 
French Ambassador, H. E. 
René Massigli visited several 
London stores in the West End 
where French goods were being 
displayed. Aft Selfridges, PRO 
Geoffrey Young conducted the 
Ambassador on his tour round 
the counters and made sure that 
he signed the distinguished visi- 
tors book. All in all, the French 
Fortnight went over well. 


as long as its production 
involves the use of 

some kind of paper or board, 
you will find it pays to call in 
Spicers Paper Consultant 

at the planning stage. 


Speak to aa 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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SUCCESSOR TO 
SIR ROBERT 


'T HERE are some men who, with 
the minimum of fuss, progress from 
one big and responsible job to 
another yet bigger and more re- 
sponsible. A notable example is 
T. Fife Clark, who succeeds Sir 
Robert Fraser as director-general, 
Central Office of Information. This 
is not his first 
innin with 
the COI; he 
was is con- 
troller of home 
publicity for 
three years. 
Before that he 
was for 10 
years public 
relations and 
principal press 
officer of the 
Ministry of 
Health. In 
addition to his 
new post, he 
will continue 
to hold the job of adviser on 
Government public relations. 

There are two things in his favour 
in my opinion. “irst, a sound 
journalistic training. Aged 47 and 
the son of a Stockton-on-Tees 
journalist, he was for 12 years re- 

rter and sub-editor on newspapers 
in Middlesbrough, Darlington and 


Manchester before becoming Parlia- 
mentary Lobby and diplomatic cor- 
respondent to Westminster Press 
Provincial Newspapers. Second, he 
did useful work for the profession 
(or whatever you like to call it) of 
public relations, being a Fellow and 
council member of the Institute of 
Public Relations, member of consul- 
tative committee on publicity for 
local government, and hon. secretary 

the International Committee of 
PROs’ representing Britain, USA, 
Holland, Norway and France. He 
was awarded the C.B.E. in 1949. 


* + * 


ALMost everything from the 
hydrogen bomb to penicillin, from 
underground gasification to the 
chemistry of life, is covered in a 
new book Clements, 
press relations officer with Roles & 
Parker Lid. It is Modern Chemical 
Discoveries (Routledge, 25s.). Mr. 
Clements, formerly science corre- 
spondent of the Daily Mirror and 
editor of Chemical Age, took 
nearly four years to write the book. 
“In those years,” he tells me, “I 
was doing the asking for informa- 
tion from companies, rather than 
supplying it. And it was no surprise 
to me to find that firms employing 
PROs were always quicker in re- 
plying, more willing to help and 
more forthcoming with illustrations 
than firms without these officials.”’ 


a gtoup of nine 
influential newspapers 


AB.C. Weekly Net Sales 


118, 


LONDON: E.W. PLAYER LTD., 


989 


30, FLEET ST.EC4 


At the annual reunion of the Intelligence Corps Comrades Association 


¢ wor): & &. ! 
L. Clarkson (director, S. H. 


(media manager, 


raham & Gillies Ltd.), 
Leigh 


Benson Lid.), and Edgar M. 


(director, “The Fishing News’’). 


Greenlys TV 
adviser 


GiREENLYS new TV adviser, 
Leigh Vance, is no newcomer to 
commercial TV. He has had a long 
and varied connéction with tele- 
vision both in this country and the 
United States where he had special 
facilities for studying the commer- 
cial aspect of TV through the NBC 
organisation. 

Apart from writing a number of 
scripts for both radio and television 
networks in America, he has been 
concerned with the production of 
several TV films and has for the 
past five years been London corre- 
spondent of Billboard, the trade 
journal for commercial television 
and radio in the US. 

At one time Leigh Vance was a 
staff writer with the BBC tele- 
vision service and has since written 
a number of scripts for the British 
TV screens. More recently he was 
one of the script editors working on 
the Douglas Fairbanks series of 
commercial films. 

Mr. Vance does not think very 
much of British television at the 
moment. “In my view the best of 
American television knocks the 
BBC into a cocked hat,” he says. 
“The Studio One programme and 
the US Steel Hour, which features 
plays, are far superior both in 
camera technique and in content 
than anything I have ever seen on 
British TV with the exception of the 
Coronation.” 

One other point of interest—Mr. 
Vance is married to Eunice Gayson, 
the popular member of the “ Guess 
My Story ” TV panel. 


Youth scheme 


FROM Joba D. B. Murdoch, of 
Bunson Advertising Service, Nairobi, 
I have received news of an advertis- 
ing education scheme that really is 
something. Spoasored by the 
Advertising Association of Kenya 
(which comprises Bunson's, Kenya 
Advertising Corporation, East 
African Advertising Contractors, 
Taylors Advertising, and Skyline 
Studios), it consists of nothing less 
than a two years’ syllabus in copy- 
writing, production, typography, 
etc., for boys who are still attend- 
ing the Prince of Wales's School at 
Nairobi, and who have at least two 
years’ more schooling to undergo! 

The Association pays lecturers’ 
out-of-pocket expenses, stands the 
cost of making up a completed 
advertisement with 16 pulls (one for 
each student), and awards prizes, 
and the agencies lend the services 
of their staffs every Thursday after- 
noon. | salute this forward-looking 


policy ! 


Ir is a good thing that advertising 
talent should cross the Atlantic— 
provided that the traffic is two-way. 
I have news of two such travellers. 
One is Miss A. W. Dooley, space 
buyer of Roles & Parker Lid., and 
formerly with Napper, Stinton, 
Woolley, who is leaving for Mon- 
treal to study Canadian advertising. 
The other is Donald S. McLauchiin, 
long-time member of the Montreal! 
Advertising and Sales Club, who is 
coming here 

“The rapid upward surge of the 
British economy poses a tremend- 
ous challenge to advertising,” he 
believes, and he is anxious to con- 
tribute his North American export 


further in the Canadian and US 
markets. 

Mr. McLavuchlin came here with 
the first contingent of Canadian 
troops in 1939, when he served as 
an officer with the Seaforth High- 
landers. He was also married in 
London, in 1940. 


Keeping tabs 
on celebrities 


NEW venture that is likely to 
prove useful to advertising agents 
is Concanen Artistes Services. 
founded by W. Price. Through this 
organisation they will be able to 
contact celebrities to appear in 
advertisements, attend functions, 
ete. Concanen will also do personal 
publicity for artistes and provide 
personal service for visiting per- 
formers from abroad, particularly 
film folk. 

Mr. Price was with the Rank 
Organisation for six years, during 
most of which he was in charge of 
personal appearances on the Odeon 
and Gaumont circuits. He claims 
that already he has most of the non- 
contract film artistes on his books, 
as well as a considerable number 
of radio and television personalities. 


CONTACT 
WEEK'S WISECRACK 


“He wants to set his ad 
for the religious press in 
Gothic Perpendic " 
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PHOTOPLA 
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Note to those disappointed 
this year: space looks like being 
short again next year. 


A.H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS LIMITED . 810 TEMPLE AVENUE ° LONDON, E.C4 
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Publications News and Notes 


New evening tops — 
| 
| 


100,000 sale 


| 
| 
| 
| 
| Using » full-page two-colour | 
| advertisement in Dublin's “Sun- | 
day Press” on October 17, the | 
| “Evening Press” announced net | 
| paid sales for September 
| 103,377 copies daily. 
| It also announced that a total | 
| of over 500 columns of small | 
| advertisements had been carried | 
| during the same period. 
j 


A new promotion folder for Tit- 
Bits being sent to advertisers and 
agents gives rates per thousand 
readers based on both the IPA 
and Hulton surveys. 

+ ” + 

Next week's Woman will be sup- 
ported by national press advertising. 
The issue will include offers of a 
cut-out blouse and a transfer includ- 
ing 31 motifs 

” * ” 

A major sales drive will start for 
Mickey Mouse Weekly next week. 
National and provincial press adver- 
tising will be used. 

” ” * 

A special issue of Industria 
Britanica, the British trade journal 
published in Spanish to promote the 
export of British goods to Latin 
America, Spain and Portugal, is 
being published for the third annual 
Machinery Importers’ Convention in 
Mexico. The British Embassy in 
Mexico City has undertaken to dis- 
tribute a copy to every delegate 
attending the convention. 


—__—____.__gdvertising agents. 


The November issue of Light and 
Lighting includes a review of all 
street lighting lanterns introduced 
during the last two years. 

a . ” 

The Motor Show ‘number of 
Country Life is enlarged and 
square backed with a full colour 
front cover and 144 pages. There 
are 90 pages of advertisements, 12 
in full colour. 

* * + 

issue of Paint and Wall- 
paper Retailer, to be published b 
John Yates Ltd., Manchester, will 
appear in December. It will have 
a four-colour cover and a guaran- 
teed circulation of 6,000. Yates 
have appointed Patrick Smyth, 178, 
Fleet Street, to act as London re- 
presentative for the new publica- 
tion and their existing journals 

Pet Store and Aquatic Trader 
and Pets and Aquaria. 

* 


First 


+ ” 

Amateur Photographer celebrated 
its 70th anniversary this week with 
an issue containing 84 pages of 
advertisements and 30 editorial. 

” * + 

The circulation of the Architects’ 
Journal is running at about 12,800 
a week and the publishers claim it 
to have the largest paid circulation 
among the architectural professions 
journals. 

~ * 

The present net paid sale monthly 
circulation of the Architectural Re- 
view is 8,447. On average 100 pages 
of illustrated advertisement pages 
are carried each month and about 90 
per cent of this advertising is via 


a“ 
” 


To check your facts... 


We work in the closest contact with the 
media we represent. For some we handle 
their entire advertisement department. 


It isn’t surprising therefore that we 


can give you full, accurate and up-to- 


date information on any and every 


point. 
in a 


You can check your facts 
minute’ by ringing us up. 


Ask PLAYERS 


a: We FReATER LTD., 
30 PLEET STREET, LONDON, E.C.4 
The London Office 
for some of the best 
media in the country 


CENtral 2786 


This is the front cover of the 
November issue of Harper's Bazaar. 


* * * 


A new Men Only promotion 
folder is constructed to simulate a 
leather pocket book. Inside, a copy 
of the current issue is slotted into a 
page displaying a list of advertisers 
who have used the publication in 
1954. The folder contains details of 
Men Only sale and readership and 
announces that it carried an average 
of over 40 advertisement pages for 
every month in 1954. 

+ * * 

October issue of Milk Industry, 
which contains a pre-view of the 
Olympia Dairy Show, has 96 pages 
of advertisements—a record. 


About the Fair 


The current issue of The Overseas 
Engineer includes a 13-page feature 
on the Baghdad trade fair. In a 
special message, Sir Harry Pilking- 
ton, president of the Federation of 
British Industries, writes : am 
particularly impressed by the high 
proportion of the principal adver- 
tisers in this journal who will be 
represented there, and I am quite 
sure that they will have no cause 
to regret it.” 

a om 

Stamp Collectors Fortnightly is 

celebrating its diamond jubilee. 
* * * 

The 64-page “Review of the Motor 
Show,”’ published by the Daily Mail, 
price Is. 6d., carries 19 pages of 
advertisements. 

* . » 

A 16-page autumn agricultural 
supplement issued with the New- 
castle Journal last week was the 
fifth supplement this year. A sixth, 
linked with the Motor Show, was 
published yesterday (Wednesday). 

” * * 


Dayton Press, Id. have been 
appointed representatives for One 
and All, monthly organ of the 
National Adult School Union, 
which is now offering space to non- 
members (£12 per page and pro 
rata); also for Liberal News, Liberal 
Party weekly (£100 per page). 

* * + 


As part of a new circulation drive, 
Pig Farming is offering a new book, 
“Outdoor Pig Keeping,” by Ken 
Bolton, at half price—2s. 6d. A 
quarter of a million direct mail shots 
are being used. 

+ + - 

Dairy Farmer is starting a new 
circulation drive featuring another 
pictorial stock-judging competition 
with a first prize of a herd of ten 
cows or £1,000 in cash. 
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We Hear 


Torrential rain greeted a coach 
party from the Leeds office of Nevin 
D. Hirst (Advertising) Ltd. last 
Friday at Morecambe, making a 
tour of the iluminations impossible. 

7 * 7 

The Dutch Parliament is to con- 
sider the possibility of commercial 
television in the Netherlands. 

* * * 


In conjunction with Hulton Press 
Lid. Photochrom Co., Ltd., have 
produced the prize-winning entry in 
the 1954 Girl painting competition 
as a calendar selling at 2s. 6d. 

* * * 

Coras Trachtala—the Irish Dollar 
Exports Board—is to extend its 
scope into the soft currency areas 
in the near future. First step will be 
the creation of an office of the 
organisation in London. 

* * 

Exeter Corporation expect a 
revenue of £3,141 from bus adver- 
tising in the next financial year. 


Saving horses 


Maurice Cheeswright, editor of 
the Birmingham Gazette, has pre- 
sented a second cheque of £1,000 to 
Birmingham branch of the RSPCA. 
The money was raised through the 
Birmingham Gazette “Save the 
Horses” fund. 

. = ” 


British Cellophane Ltd. have 
issued a brochure giving samples of 
their Polythene film. 

om + * 

In the opening darts match of 
their new season, W. S. Crawford 
Ltd. beat W. J. Webster Ltd. by 
two games to one at the Crown and 
Anchor, Wine Office Court. 

* * * 

Tom Phillips is acting as press 
officer for the 20th Manchester 
Building Trades Exhibition, 
organised by Provincial Exhibitions 
Lid., being held at City Hall, 
Deansgate. 

* * * 

Cecil King, chairman of the 
Daily Mirror-Sunday Pictorial 4 
presented the prizes at the sixt 
annual drama festival organised by 
Battersea Borough Council. 

7 * * 


Blackpool is to spend £6,500 on 
a summer press advertising cam- 
paign next year. 


Closing down 


At the Popular Television Asso- 
ciation’s annual meeting in Londen 
it was decided to wind up the asso- 
ciation and to hand the assets to 
the Popular Television Committee, 
formed at a meeting held shortly 
before the association’s meeting. 
Lord Derby is president and John 
McLean chairman. 

—_ * * 

The machive department of 
Gordon & Gotch Lid. has been 
elected an associate member of the 
Display Producers’ and Screen 
Printers’ Association, 

* 


* 7 
Charles H, Crabtree, president of 
the Printers’ Pension Corporation, 
proposing the toast of that organi- 
sation at the festival dinner of the 
Yorkshire Associated Auxiliary in 
Leeds, said it was “a great institu- 
tion without compare in the world.” 

- * 

October issue of Design, organ of 
Council of Industrial Design, car- 
ries illustrated articles on the re- 
designed offices of Erwin Wasey, 
Ltd., and the 100 Good Catalogues 
exhibition organised by the Council 
and the British Federation of Master 
Printers. 
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SPACE. 


| frames 


. 7 
. ~ a ~ - 


SPACE FRAMES are a new and unique device for use in display. A 
light framework of any size and shape can be erected quickly. Window 


and counter displays — and even exhibition stands —— can easily be 


built with Uniflex Space Frames. They come in three sizes and are 


never wasted. The rods are anodised and beautifully finished in a 


range of attractive colours. Ring or write for a booklet. Better still, 


come and see how it is done. 


We are the sole distributors in Great Britain. 


CHTY DISPLAY ORGANISATION 


30 UXBRIDGE ROAD, LONDON, W.12. SiEpherds Bush 1281 
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This aispiay stand will be used in 
the sales drive for Revion's Love- 
Pat. 


Big ads for new 
Revlon make-up 


Avertising for Revion's new Love- 
Pat, a “puffon" makeup, is 
scheduled to start next week. This 
includes intensive advertising in 
national and provincial newspapers 
and women’s magazines. 

The campaign will be supported 
by cowperative advertising. The 
—_ are MeCann-Erickson Adver- 


Lyons braised beef 


Agents for Lyons new Frood line 

Sliced Braised Becf—are Dorland 
Advertising Lid. The current direct 
mail scheme is designed by the 
Lovell and Rupert Curtis Studio. 


159 half-pag 


es in Ronson 


Christmas campaign 


and weekly 
with 


Featuring actress Barbara Kelly, 
the advertisements will spotlight a 
wide variety of Ronson lines suit- 
able for Christmas presents. 
There will be a separate pre- 
Christmas campaign for the Flo- 
line lighter using large spaces in 
national newspapers and week! 
magazines. he Ronson Purafilt 
cigarette holder will be advertised 
in leading morning, evening and 
Sunday newspapers and in weekly 


New make-up 


“Sheer Genius,” a new Max 
Factor liquid make-up, will be 
launched on Sunday with an 
extensive national advertising cam- 
ign. This product, which is the 
atest in the Max Factor range of 
cosmetics, will be backed by large 
oom in the national daily and Sun- 
press, London evening papers, 
half-pages in a large series of pro- 
vincial newspapers, whole pages in 
women’s magazines, and a trade 
ress campaign. Agents are Crane 
Publicity Ltd. 


EAST MIDLAND 
ALLIED PRESS 


253,213 


Copies per Issue (A.B.0.) 


EVEN BETTER VALUE 


85/- s.c.i. flat. 


Lendon Representative: 
GLIFFORDS INN, £.0.4. 


GEORGE JACKSON 
(MOL 3611) 


and monthly magazines. 

There will be a country-wide sales 
drive for the new 
shaver with large spaces in the 
Daily Express, Evening News, 
Evening Standard and leading pro- 
vincial newspapers. 

Other features of the Ronson 
Christmas compolgn will be free 
advertising blocks for retailers’ use 
in local papers and a new range of 
display material featuring Father 
Christmas. Counter leaflets are also 
being supplied. The agents are 
Mather & Crowther Ltd. 


Ronson electric 


Octoper 21, 1954 


New Display Stand 


One of the new display stands being 
used in the Ronson Christmas sales 
drive. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


CITY GLASS CO., glass processers 
and merchants, for J. G. 
McCallum & Co., Edinburgh. 
Campaign in Scottish national and 
trade press 

WINGARD (M.A.) LTD., motor 
accessories, for Press and General 
Publicity Service Ltd. from 
December 1. Trade press cam- 
paign being prepared for next 
year. 

PINKS LTD. mineral water and soft 
drinks, for Press & General 
Publicity Service Ltd. 

UNIVERSAL CROP PROTEC- 
TION LTD. insecticides for 
Auger & Turner Ltd. 

ROBINSONS OF BRISTOL, pack- 
aging and colour printing, for 
Technical & General Advertising 
Agency Ltd. Prestige campaign 
using The Times, provincial dailies 
and business journals. 

HATCHARDS LTD., CAFE 
MOZART, LUXARDO 
LIQUEUR public relations 
accounts for R. C. Liebman. 

P. W. BAKER & SONS LTD. 
makers of table lamps and other 
domestic appliances for Crane 
Publicity Lid. Campaign using 
women's magazines. 

Campaigns 

IMPERIAL typewriters, using 

national, provincial newspapers 


and administrative press for 
autumn campaign (C. R. Casson 


Lid.). 

FOUR HUE pencils, made by 
Myers & Son Ltd. using 
Illustrated and juvenile press for 
pre-Christmas campaign (Longleys 
and Hoffman Ltd.). 

IREL COFFEE, using 15-minute 
sponsored programme on Radio 
Eireann every Wednesday, Irish 
national dailies and Dublin 
evenings for autumn and winter 
campaign (Janus Ltd.). 

BEAR BRAND stockings, using 2- 
minute colour film in Dublin and 
Cork Ganus Lid. in association 
with Alfred Pemberton Lid.). 

SANATOGEN tonic wine, using 
national daily and Sunday news- 
papers, provincial press and trade 
journals (Mather & Crowther 


td.) 

SHEER GENIUS, made by Max 
Factor, using national and pro- 
vincial newspapers and trade press 
to launch new product (Crane 
Publicity Ltd.) 


SAVILLS perfumes, using national 
press, women’s magazines and 
trade press for Christmas cam- 
paign (C. R. Casson Ltd.). 

NUTRINAIL, using national daily 
and Sunday newspapers, women’s 
magazines and trade journals 
(Sommerville & Milne Ltd.). 

THE ADLIGHTER, new illumin- 
ated advertising sign, made by 
Glenham Products Ltd., using 
trade press (Silver Cloud Publicity 
Ltd.). 

DIANA ladies’ footwear, using 
national press, women’s maga- 
zines and trade journals for pre- 
Christmas campaign (Gorings 
Ltd.). 

WINALOT dog food, made by 
Spillers, using London evening 
newspapers and large spaces in 
provincial press to announce free 
samples (Osborne-Peacock Ltd.). 

TROPALINED garments, using 
national and provincial press, 
magazines and trade press for 
rig campaign (E. W. Barney 
Ad.). 

WHITBY CORPORATION, using 
national dailies and Sundays and 
magazines (Nevin D. Hirst Adver- 
tising Ltd.). 

RONSON, using large spaces in 
national dailies and Sundays, 
London evenings, provincial press 
and magazines (Mather & 
Crowther Ltd.). 

LOVE-PAT make-up, made by 
Revion, using national and pro- 
vincial newspapers and women’s 
magazines. (McCann-Erickson 
Advertising Ltd.). 

MONARCH record changer using 
large ces in Daily Express, 
Daily ail, Daily Mirror, and 
Radio Times for autumn and 
winter campaign (Severn Publicity 
Ltd.). 

HILLMAN using large spaces in the 
national and provincial press, 
illustrated magazines to introduce 
a new range of Hillman cars. 
(Basil Butler Co., Ltd.). 

TYRESOLES using trade press for 
Tyresoles Plus tyre. (Stowe & 
Bowden Ltd.). 

POTTER & MOORE’S Mitcham 
lavender using nationals and 
wecklies for Christmas campaign. 
(G. Street & Co., Ltd.). 

NENEWARE polythene kitchen 
ware, using trade press and half- 
page in Daily Express next month 
or initial national campaign. 
(R. S. Caplin Ltd.). 


ies 

eae ee 202 a 

Sr 

aig “ 

aan : * | 

; pe: | Current Advertisin es 
2 : . 7 wew! -» 3 ; ; 

es ' 3 . Avtens a = : o 

ee | Love par a ee 

in _— 2 oe 

et ah, a a PRON. Sn 

oh ~ Sel a — oe -«- ’ ‘ 
ae — - - a 

ay = = 

a — ay ee | 7 
ig) S%) iq Rate — > . will ar ; “ine “Te 

a ol : 4 page advertisements for d i ng a - } ; 
ae ei , 8/9 : Ronson between now and Christ- ye | ima 

ae ' ; ‘ a mas. This will form the spearhead ae 

La : of the largest-ever Ronson Christ- ey ae r. fi 
a ‘ a mas sales drive. ie 
‘™ a sl a — 3 : 

# : 
. 

; 
oi | 

r | 

e } 

« i | a 
i ] 

e ; é es | j 
2 : } : 
| 3 
os i 

a i eat of th . 
: at 4d. per 000: =| mast 

5 ; 

¥ ; 
é 

£ kek oe tee” i Re a a Si ee ee ae 
2 ih aa ss eee a. ee ae 


Octoprr 21, 1954 5 ADVERTISER'S WEEKLY 


clothes 


knitting 


fashion 


home 
furnishing e jewellery 


entertainment 


IE ERESS 
BERGER SS 
The Magazine for the Bride-to-be 


Advertisement Manager : George H. Phipps 


LUTTERWORTH PERIODICALS LTD. 
4 Bouverie Street, London, E.C.4 
Phone : CENtral 1732-3 
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@ Continued from page 151 
Discussions on 


South Bank 


* 
signs 

The secretary of ESMA, Ber- 
nard Moss, announced the pro- 
posal to discuss the matter with 
the local council, He said that the 
association’s view was that this 
was a problem which could be 
settled by discussion. 

“We are sure there need be no 
conflict between the preservation 
of real amenity and the reason- 
able needs of advertisers to 
announce their existence and 
identify their premises.” 

Occupiers penalised 

Much of the south bank is 
occupied by wharves, warchouses, 
and other commercial buildings, 
including Waterloo Station and 
the British European Airways air 
station. 

“Surely the occupiers of these 
premises should not he penal- 
ised ?” asks the association. 

British Railways state that in 
November last year they applied 
for planning permission from 
Lambeth Council for a 336 ft. 
long sign 50 ft, above the ground 
at Waterloo Station. 

Before the council's decision 
was made known—permission 
was refused—the project was 
dropped by British Railways in 
view of the proposed expansion 
of the south bank, 


204 


More News About People 


Downing, for the past 
five years executive in charge of 
publicity, public relations and adver- 
tising for the Selznick Studio, is 
joining London Film Productions as 
director of public relations. He thus 
returns to the company with whom 

sturted in the film industry 
twenty years ago. In 1945, he joined 
the J. Arthur Rank Organisation, 
—- which he moved to Selznick in 


Bill Batchelor will continue as 
studio publicity director for British 
Lion, and will work in association 
with Mr. Downing. David Russell 
will continue as director of over- 
seas publicity for London Films 
International. 

- * . 


David R. Prosser, editor, Western 
Mail, Cardiff, has been elected 
president of the Guild of British 
Newspaper Editors for 1954-55. 
Morton H, Edmunds, editor, Derby- 
shire Times, was chosen  vice- 
president. 

o * 

ret Meale has joined 
Mather & Crowther Ltd., where she 
will specialise in merchandising. 

* * * 

Thomas Fassam, formerly with 
the Industrial Welfare Society as 
controller of programmes and publi- 
cations, has joined Imperial Chemi- 
cal Industries in the central work 
study department as head of intelli- 
gence. 

a * * 

Mrs. Mildred Pace, account execu- 

tive with W. S. Crawford Ltd., has 


given birth to a daughter—Elizabeth 
Anne, 


A 
T'YPOGRAPHER 


for a major 


COSMETIC 
ACCOUNT 


If you feel you have a happy 


blend of sensitivity with 


practicality (and of course the 


necessary experience ) then 


write stating salary required to 


BOX 9164 ADVERTISER'S WEEKLY 180 FLEET STREET E.C.4 


Headed by their vice-president, 
F. J. LeMay, a delegation from the 
Display Producers and Screen 
Printers’ Association have lefi to 
attend the sixth annual Screen Pro- 
cess Printing Associations’ inter- 
national convention in St. Louis, 
Missouri. The other members are 
R. Foster, R. Olley and P. W. 
Sprinzel. The latter is visiting 
Canada first and will join the dele- 
gation later. 

* * * 

Elizabeth Price has been ap- 
pointed assistant editor and assistant 
manager of Fairway and Hazard, 
the women’s golfing monthly. This 
year she was runner-up in the British 
Ladies’ Open Golf Championship 
and will continue to play in major 
tournaments. 

* * o 

A cocktail party was given at the 
Hyde Park Hotel by the directors of 
Condé Nast Publications Lid. in 
honour of Vogue's new beauty 
editor, Miss Elizabeth Kendall, and 
the retiring beauty editor Mrs. 
Evelyn Forbes. 

7 * 


W. Anderson has been released 
from the appointment of advertise- 
ment manager of 208 & View to 
accept an appointment in another 
sphere in advertising. Patrick Gal- 
lard has been appointed advertise- 
ment manager, and will take over on 
Monday. He was for some years 
personal assistant to H. H. George 
with The Lady, and formerly was 
with Saward Baker. 


New RT-SA chief 


Ronald Schofield, chairman of 
the Retail Trading-Standards Asso- 
ciation for eight years, has resigned 
owing to pressure of work. He is 
succeeded by Sebastian Earl, joint 
managing director of Selfridges. Sir 
Edward Herbert, of William Hollins 
& Co. Ltd., continues as _ vice- 
chairman with the special interests 
of manufacturing members of the 
Association at heart. 

* * 

John D. Copeman, director of 
Maclaren & Sons, Ltd., publishers 
of the British Baker, Confectionery 
Journal, India - rubber Journal, 
Waste Trade World, and other 
publications, is on a two-months’ 
business trip in North America. He 
will be visiting New York, Chicago, 
Toronto, and Florida. 

* 


* * 
Dennis C. Hayes has 
appointed sales manager of J. 
Smith Hargreaves & Co., Ltd., 
towel manufacturers. He has been 
marketing manager of Vantona Tex- 
tiles Ltd. since 1950, joining 
Vantona in 1935 as an assistant in 
the publicity department, and being 
appointed publicity manager in 
1938. Mr. Hayes was responsible 
for reviving the Lancashire branch 
of the Incorporated Advertising 
Managers’ Association after the 
war, and became its first chairman. 
* . 


been 


* 


Bernard Hodgson has resigned as 
managing director of the publishers 
of International Textiles Lid.. and 
the post will be taken by Miss 
Elizabeth Wray, formerly editorial 
director. John Spencer-Phillips is 
taking over the position of adver- 
tising manager of the company in 
this country. 

. * * 

_ Roy Sanford has joined the crea- 
tive department of G. Street & 
Co., Lid. as a visualiser. 


Octoper 21, 1954 
Legal and Gazette 
NEW COMPANIES 


Sylvia Milson Publicity Service Led., 
Broadmead House, Panton 
S.W.1 Nominal capital: £100 
scribers: Syivia Milson and W. Pz 

John Marchant Publications 
10 New Square, Lincoin’s Inn, 
Proprietors and publishers of 
papers and journals. Nominal capital: 
£10,000 Directors: M Marchant 
Bosley, N. Lioyd, and J. Forsyth 

Hagley Publicity Services Led., 15 
Soho Square, W.i. Nominal capital: 
£100. Directors: L. R. W. Hagley and 
Plorence E. Hagley 

Gilbert Advertising Services Lid., 
Hastings House, Norfolk Street, W.C.2. 
Nominal capital: £1,000 Directors: 
E. R. Gilbert, S. H. Gedye, N. Whit- 
taker 

Maidments Publicity Lid., 16 Fisher- 
ton Street, Salisbury To take over 
business of silk screen printers and that 
of publicity and advertising agents car- 
ried on as ““Maidments Publicity’’ at 
Salisbury by Edwin A. Maidment and 
Leslie G. Tolley Nominal capital: 
£1,200 Directors: E Maidment, 
L. G. Tolley, and BE. R. Grant 

Wilcox Advertising Lid., 43 Gerrard 
Street, W.1 Nominal capital: £2,500 
Directors: T. F. Simpson, E 
Chester, and R. Peyton 

Herad Publicity Services 
Theobaids Road, W.C.1. Nominal 
capital; £100, Directors: H. E. Randall 
and Mrs. M. M. Randall, J. McKee and 
Cc. R. St. Quintin 

Nichols Bannerman ~~} Led., 
6 Tudor Parade, London Road, Houns- 
low, Middiesex. Advertising and pub- 
licity agents. Nominal capital: £1,000 
Directors: L. C. Nichols, B. Jeyes 

(The above-mentioned particulars of 
mew companies recently registered are 
taken from the Daily Register compiled 
by Jordan and Sons, Ltd., Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 


WILLS 


AgcnuipaLD AperneTHy Martin, of 
Tudor House, Sunningdale, Berks., 
artist and publisher, a pioneer of adver- 
tising at the beginning of the century, 
left £103,205 3s , gross, 
£103,033 9s. 9d. net. 

Curis SuHorrer Kent, of 13 Morpeth 
Mansions, S.W.1, manager of he 
Times, 1937-49, left £25,993 8s. lid 
gross, £25,900 13s. 5d. net 

Horace Stanctey Busu, of 1 White- 
hall Place, S.W.1, advertisement man- 
ager of The Times Weekly Edition, 
1915-49, left £32,898 15s. Lid. gross, 
£32,456 13s. Id. net 

DonaLp Joun CAMPBELL Maciean, of 
39 Orchardhead Road, Edinburgh, gen- 
eral manager of the Edinburgh Evening 
News, left personal estate in England 
and Scotland valued at £7,411 16s. I1d. 

Water JaMes Hareor, of Arndale, 
Manchester Road, Tintwistle, Cheshire, 
joimt managing director of Osborne- 
Peacock Co., Ltd., left £5,961 5s _.1d. 
gross, £4,220 2s. 10d. net value. (Duty 
paid £67.) 

Sypney Gorpon Maasuait, of Lynn 
House, The Rise, Elstree, Herts, busi- 
ness manager of Temple Press Ltd., left 
£5,972 19s. Id. gross, £5,521 19s. 5d. 
net value. (Duty paid £160.) 

Joun FPiywn, of 268 North Circular 
Road, Dublin, president of the Irish 
Master Priaters’ Association, left estate 
in England and the Republic of Ireland 
valued at £31,626 15s. 6d. (Duty paid 
£7,982.) 


. 


ltd, 42 


CHANGES OF ADDRESS 


Day and Witkins Lid., colour 
rinters and designers, to 126-128 New 
ings Road, Fulham, 8.W.6. 


Overseas Rediffusion Ltd. (Adver- 
tising and Programme Division) to 
Caritton House, Lower Regent Street, 
S.W.1 

W. S. Crawford Lid. (design 
to 4, Harley Street, London, 

Roger Swmithells (Editorial 
lishing Services), and Racing Review 
and other publications handied by the 
wie to 9, Chapel Street, London, 

1. 


unit) 


and Pub- 


Wilcox & Co., Ltd., to 43 Gerrard 
Street, London, W.1. 
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\ 
! 


siaddons 
= a= the long view 


E look at it like this. Television is a new advertising medium. But it is not 
the first new medium in our SO years’ experience of advertising that 
we have mastered and put to good account—to many good accounts. 

So without fuss or flourish of trumpets, but simply as part of our job, 
we have taken the measure of Television and fitted ourselves for it. And already 
people who know what they are talking about are talking about Haddons as an 
Agency notably well informed, well equipped and well prepared in this 
challenging new medium. 


KNOW HOW and SHOW HOW 


To the planning of policy, the Director All in good time, the public will be 
in charge of Television, Ronald Barton, seeing, and acting on, the Television 
brings not only 25 years of creative advertisements of Haddon’s clients. 
experience in advertising, but also a But our clients themselves will not 
behind-the-scenes knowledge of the have to wait till then to see the shape 
Theatre, Films and Radio that is of things to come, Next week, we are 
unique in advertising. showing them some of our TV adver- 
Haddon’s Television Executive, Don tisements —their TV advertisements— 
Archer, supervises every detail of the in the proper setting of an entertain- 
preparation and production of Tele- ment programme on an actual TV 
vision advertising with all the enter- screen. 
prise, enthusiasm and technical know- If, after our clients, others would 
how that he learnt in six successful like to see this “preview"’, we shall be 
years in the thick of Cominercial TV in happy to arrange it, as far as accom- 
the United States, from which he came modation, deliberately limitedto small 
straight to Haddons. numbers, may permit. 


JOHN HADDON & COMPANY LTD 


INCORPORATED PRACTITIONERS IN ADVERTISING 


11 & 12 SALISBURY SQUARE, E.C.4. TEL: CENTRAL 8156 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TECHNICAL 
WRITER 


Intelligent, adaptable young 
man with initiative required 
by Wilmot Breeden Limited, 
Birmingham, leading manu- 
facturers of Motor Vehicle 
Components and Accessories. 
Duties will consist of writing 
instruction manuals and de- 
scriptive technical material, 
also some press liaison and 
public relations activities. 
Five-day week. Pension 
scheme. 


Please write giving age, de- 
tails of experience and salary 
expected to 
Personnel Manager, 
Wilmot Breeden Limited, 
Amington Road, 
Birmingham 25. 


ADVERTISING SPACE SALESMAN 
required. Existing contracts and 
renewals to successful applicant. Must 
be willing to travel. Terms by 
arrangement. ‘Phone for appoint- 
ment, GERrard 0844/5. Britannic 
Publicity Lid 


206 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display oes =: 
pnt ml Leena WANTED, 3s. per line, 35s. per display panel 


panel inch. 
classifications, per lime, 45s. per display panel  * Minimem, 3 lines. ‘fou Nee _ 
pg my 94. covering pow Series rates on application : 
advertisements seven insertions "MU me PREPAID. Address “ pve 


Weekly,”” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25), 


Advertiser’s Weekly Classifieds 


Tuesday 10 a.m. will be the latest time for accepting classified 
advertisements to be published under appropriate headings. 


An unclassified column is available up to Tuesday, 4 p.m. 


APPOINTMENTS VACANT 


Situations Vacant : *‘ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
the applicant is a man aged 18-64 inclusive or a2 woman aged 18-59 inclusive 
he or she, or the employment, is excepted from the provisions of 
Notification of Vacancies Order 1952." 


STUDIO MANAGER 
WANTED 


We are looking for an experienced Artist with an eye for 
detail and a flair for organization, capable of controlling and 
guiding the work of a group of Artists in a Studio where 
quality and service are first considerations. Write or 
telephone for an appointment. 


WADHAM ARTISTS 
WARDROBE COURT 146A QUEEN VICTORIA 
STREET EC4 


CITY 1144 


Octoper 21, 1954 


APPOINTMENTS VACANT 


POSTER 
INSPECTORS 


required for the 
following areas 


LONDON 
GLASGOW 
MANCHESTER 
BRISTOL 
NOTTINGHAM 


Car Provided 


Box 9160 
Advertiser's Weekly 180 Fleet St EC4 


FASHION ARTIST (female) required by 


large West End multiple concern, 
specialising in Fashions for the Fuller 
Figure Permanent position. Appli- 
cants familiar with this type of work 
please write, with full particulars, to 
Box 1TK.7951, A.K. Advg., 212a 
Shaftesbury Avenue, W.C.2. 


A KEEN, competent and experienced JUNIOR ARTIST, man or woman, carly 
Lettering Artist (male) required for 20s, some experience essential and 


general editorial work on a progressive ability to do layouts, finished roughs 
bo of Women's Magazines. Know- and lettering. Every opportunity and 

ge of typography and layout an excellent prospects for right appli- 
advantage. Applicants are invited to cant. 9-5.30, no Saturdays. Generous 


— giving full details of past experi- bonus scheme "Phone for appoint- 
and stating salar poomiees, 20 to ment, Kingscott Advertising, 62 Fleet 
Bes 9132 Ad. Weekly 180 Pileet St Street, E.C.4. CENtral 6316. 


ASSISTANT 
ADVERTISEMENT 
MANAGER 


required by 
OLD-ESTABLISHED 
TRADE JOURNAL 


Must be a first-class space- 
salesman, aged 30-35 


4-figure salary and obvious 
prospects for right man 


Applications will be treated 
os strictly confidential 


Box 9097 
Advertiser's Weekly 180 Fleet St €C4 


A really first-class 


TYPOGRAPHER 


wanted 


for Advertising and Promotion 
material in a leading London 
Publishing House. Good all-round 
experience necessary. The posi- 
tion offers excellent opportunities 
for the right man. All applications 
will be treated with strictest con- 
fidence. Please write and supply 
details of age, experience, qualifi- 
cations and salary required to :— 


Box 9117 
Advertiser’s Weekly 180 Fleet St EC 4 


ADVERTISING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 
Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 
ability to produce finished roughs. 
Please write or phone for appointment 
Tem 6600 


General Manager 
McCANN-ERICKSON 
ADVERTISING LTD. 
Brettenham House, 
Lancaster Place, W.C.2 


LADY ASSISTANT required for Check- 


ing Dept., London Agency. Five- 
day week Write, stating experience 
and salary qo" to 

Box 9131 Ad. Weekly 180 Fleet St BC4 


UNUSUAL 
OPPORTUNITY !! 


We are prepared to offer leading roles 
in a well-established East Midlands 
Studio to two competent artists of 
wide experience on a salary and profic 
sharing basis, with a view to ultimate 
part-ownership for right men. No 
capital investment necessary. One must 
be a first-class retouching artist, capable 
of profitably handling al! classes of work 
including full colour and direct mail. 
The other needs to be a versatile de- 
signer and general commercial artist of 
like calibre ; stylish lectering an advan- 
tage. Both to be hardworking ; 
ambitious ; of good health and proved 
integrity. Replies with fullest particu- 
in y strict to: 


Box 9116 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT — 


207 


CLASSIFIED ADVERTISEMENTS | SMMC‘ C3707 sa 
APPOINTMENTS vacanT | 


equipment. 


required, to 


COPYWRITER 


and imagination. 


The successful applicant would work 
in the London Publicity Departmenc 
of an important group of Companies 
manufacturing a wide range of electricaj 


This is a good job. its scope is wide and 
offers unlimited opportunities to the 
right man who will be given every 
encouragement. Please send full details 
including age, experience and salary 


Advertiser's Weekly 180 Fleet St EC4 


We need a youngish, energetic man 

with experience of Industrial Copy- is looking for 4 
writing, who is accustomed to digging 

for facts and presenting them with force TYPOGRAPHER 


acclimatised, 


Box 9152 Box 9114 


FLEET STREET AGENCY 


not necessarily a genius. 
He'll work under account 
executives for a while, get 
then take 
charge of a Typographical 
Unit. Interested ? Then 
write at once, giving age, 
details of experience to : 


Advertiser's Weekly 180 Fleet St €C4 


ADVERTISER'S WEEKLY 


SPACE SALESMEN required for Tech- 
nical Journal, 


Counties, 


Box 9127 Ad 


REPRESENTATIVE wanted for printers 
in Home Counties 
cal experience letterpress printing and 


block making 
advantage. 
operation 


salary required, 
details of experience to ‘“‘Managing 


Director ,"" 


Box 9128 Ad. Weekly 180 Pleet St BC4 


salary and 
Write stating full particulars of past 
experience to 


Superannuation scheme in 
Wri 


ADVERTISEMENT 


London and Home TIVE (part-time) required by 


commission. 
Midlands. 
Weekly 180 Pleet St BC4 
Man with practi- Excellent source of additional 
ferred. Cc 

~~ ee Box W309, c/o Jackson's, 
te stating age and Broad Street, E.C.2. 
together with full 
Promotion office 

week, canteen. A 


REPRESENTA- 


leading 


shipbuilding and marine enginectin 
monthly journal for Birmingham ond 
Remuneration comprises 
office allowance, travelling and enter- 
tainment expenses and commission 


revenuc 


for existing representative of non- 
competitive technical journals. 


Write 
54 Old 


JUNIOR (15-16) required for busy Sales 
est End. Five-day 


ly 
Box 9129 Ad. Weekly 180 Fleet St BC4 


Production 


Manager 


required by large London Agency 

to be responsible for the 

technical production work of the 
Agency (5 Production Groups). 

This is a position of great responsibility 
requiring thorough technical 


_ knowledge and long Agency experience. 


Salary commensurate with the 
responsibilities of the position. 


Box No. 9159 


Advertiser’s Weekly 180 Fleet St EC4 


OPPORTUNITY 


for an 
ambitious young 
agency man 


The Advertising Department of a large 
Company marketing a wide range of toilet 
articles and household commodities has a 
vacancy for an ambitious Agency-trained 
man under 30. 


He is probably a competent and confident 
young Account Executive, or Assistant 
Executive, doing a good job in a good 
Agency, but impatient to seize greater res- 
ponsibility and demonstrate his abilities. 


He will have a sound appreciation of the 
fundamentals of advertising and its forms of 
expression in press and other media. He will 
have an overall view of advertising and its 
place in the greater sphere of marketing, yet 
he will be reliable in day-to-day detail. 


He will be required to help carry out the 
Company's advertising programme and will 
have close liaison with their Advertising 
Agents. 


A good salary awaits the right man, and 
though this will depend on his age and ex- 
perience, it will not start at less than £1,000 
per year. But, more important, the success- 
ful applicant will have the chance to show 
his worth and make his permanent career 
with this very large organisation. 


If you think you are this man, please write in 
confidence to BOX 9112, Advertiser’s Weekly, 
180 Fleet Street, E.C.4, remembering that the 
way you present your case will give some 
indication of how you would present an 
advertising proposition. 


The Company's Advertising Agencies know of this advertisement. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MANAGING DIRECTOR 


of Artists’ Agency is looking for 
Secretary. She should have the 
ne qualifications - 

Organising abilicy. 
+ Initiative with tact. 
’ An appreciation of Art. 

4. Preferably speaks French and German. 
5. Good shorthand and typing speeds. 
Generous salary will be paid to this 
paragon—if found. 


Box 9122 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN 


Opportunity to assume entire responsi- 
bility for production side on several 
busy accounts of London Agency. Good 
knowledge of block and type —— 
essential, Ability to make roug 

adaptations an advantage. State ex~- 
perience, age - 114 required. 


x 911 
Advertiser's Weekly 180 Fleet Sc EC4 


A JUNIOR ARTIST wanted who is tired 
of hack work and is looking for a 
chance of creative development. Send 
details of age, experience and salary 
required to 

Box 9134 Ad. Weekly 180 Fleet St BC4 


SPACE 
SALESMAN 


Wanted by monthly trade journal 
(London). First-class prospects for 
man or woman with real selling ability. 
State experience and selling record in 
confidence. 

Box 9121 


Advertiser's Weekly 180 Fleet St €C4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant : 
be made  facongh 4 Local Omee 


* The Bo ase yw of persons answering these advertisements must 
of the rrr of Labour or a Scheduled Employment 


- =f f- pnw fp 8-64 inclusive or a woman aged 18-59 inclusive 
or 


she, or the employment, is 
Notification of Vacancies 


from the provisions of the 
1952."" 


Octoper 21, 1954 


APPOINTMENTS VACANT 


reproduction processes. 


be arising shortly. 


An established London Studio is about to be expanded following 
the acquisition of new premises, and a number of vacancies for 
first-class artists will arise during the next few weeks. The 
following artists are, however, required immediately :— 
LETTERING ARTIST 
with creative ability and knowledge of typography. 
RETOUCHER 
with experience of retouching complex engineering subjects. 
ADMINISTRATIVE ASSISTANT 
with experience of progress control of studio work and knowledge of 


These positions are permanent and carry the benefits of a super- 
—— scheme, life assurance and 5-day week. 

pager from general and technical artists of sufficient abilit 
will also be considered now for the further vacancies which will 


All applications should be addressed to the General Manager, 
stating age, details of past and present employment (to be treated 
in strict confidence) and salary required. 

Box 9088 


Advertisers’ Weekly, 180 Fleet Street, EC4 


ARTIST DESIGNER 


required 
for Packaging, Collapsible Display Show- 
cards and Sales Literature. High 
standard of Lettering and Finished 
Drawings essential. interesting, pro- 
gressive position. 
J. EDWARD SANDER 
Sia Rathbone Place Oxford St WI 
MUSeum 7788 


YOUNG ARTIST 


with creative aptitude and able to 
produce good general artwork, is 
required , a small busy agency. 
46 ay 2 Sed experience essential. 


Fuil 
"On 9023 
Advertiser's Weekly 180 Fleet St €C4 


FIRST-CLASS 
wanted 
appointment. 

TYPOGRAPHER 
End agency. 


required by 


sive young man who has 
poctrouns. "Phone: GRO 


LETTERING ARTIST 
Ring LANgham 1523 for 


West 


Opportunity for progres- 
the rij 


t 
Til 


Rare Opportunity 


for young man 
experienced 
in advertising 


A senior appointment in the Advertising De- 
partment of a large food manufacturing 
company awaits the young man with the right 
personality and executive ability. It is 
desirable that he should ulready have had 
experience in the marketing of nationally 


advertised consumer products. 


His age 


should preferably be under thirty. He will 
start at a salary commensurable with his 
experience and have a wide scope for proving 


his ability. 


Applications will be treated in strict confidence 
and should outline the candidate's experience, 
but should not include testimonials. 


SEND TO BOX 9151 
Advertiser's Weekly 180 Fleet Street EC4 


Required by Medium Size Agency 


GOOD ALL ROUND ARTIST 


able to produce slick visuals and finished 
art work and lettering of good standard. 
Figure work added advantage. Work 
varied and full of interest. Good 
prospects for man of talent, enthusiasm 
and initiative. Send fullest particulars 
of past experience, in confidence, 
stating salary required to 


Box 9120 
Advertiser's Weekly 180 Fleet St EC4 


TWO PRODUCTION MEN 
REQUIRED 


They must be capable of keeping 
accurate schedules on a number 
of important accounts and or- 
dering process blocks, type- 
setting, etc. Agency experience 
essential. Superannuation 
scheme. Write giving full par- 
ticulars of past experience and 
salary required to 


Box 9104 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN 
A 
COPYWRITER 


There are vacancies in the advertising 
dept. of a large manufacturer for a 
layout man and a copywriter. The work 
is interesting—covering trade, national 
and export advertising plus the produc- 
tion of sales-aids, catalogues and bro- 
chures—and will suit technically minded 
men. Please write, stating age, 
experience and errr 7s. to 


Advertiser's teat, 180 Fleet St €C4 


TYPOGRAPHY — 
MARK-UPS— 
ADAPTATIONS 


Agency-experienced man re- 
quired immediately for above 
work in Space Production De- 
partment. Block-ordering ex- 
perience an advantage. Write, 
giving full details and salary 
required to 


Managing Director, 


Gilbert Advertising Services, 
Ltd., 


10 Norfolk St., London W.C.2 


IMPORTANT OPENING occurs un- 


expectedly for manager of long- 
established export journal. High 
salary and prospects Progress 


pec 
Box 9166 Ad. Weekly 180 Fleet St BC4 


WANTED 
RETOUCHER 
LETTERING ARTIST 
GENERAL ARTIST 
Apply NOW, 


PENTAGON 
Design Services Ltd. 


36-38 Rupert St., W.! 
GERRARD 6721! 


Required 
EXPERIENCED 
GENERAL ARTIST 


with flair for high-class 
constructional Showcards and 
Cut-outs. 

Write or ‘phone: 
Advertising Display Ltd., 
46 Charlotte Street, W.!. 

LANgham 5351-2. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Octoser 21, 1954 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS \ 
PF _aerowntments vacant 


CLIFTON ADVERTISING 


require 


ASSISTANT ACCOUNT 
EXECUTIVE 


to work inside on a 
number of small accounts 


also 
LAYOUT ARTIST 


with some experience 


In each case there is an excellent 
opportunity for advancement in a 
growing agency. 


CLIFTON ADVERTISING AGENCY 
175 GRAY’S INN ROAD, W.C.i 
Terminus 9641/4 


FILM COMPANY requires capable 
young lady, 20-25, for publicity 
department, in charge of ‘‘stills”’ 
and export. Typing essential. Salary 
£7 10s. Eros Films, 111 Wardour 
Street, W.1 GERrard 3202 . 

BOY 15-16 required by Lillywhites Ltd., 
Piccadilly Circus, $.W.i, for their 
Advertising and Mailing Department. 
Apply Staff Manager Tel.: WHI 

81 


CROYDON advertising studio requires 

Half Tone Retouching Artist. London 

salary Five-day week. "Phone : 
CROydon 3930. 


“YOUNG OR | 
OLD HANDS!” 


Write to this Seudio whether you be a 
lecterer, designer or artist, we would 
sincerely like to meet you, With all 
the work we handle, many styles and 
treatments are needed, we therefore 
wish to meet le who can produce 
saleable work. it is contem- 
porary design ont or the slick work 
needed by the top Resnaien, we are 
anxious to know you. We imme- 
diately pa ay two letterers, and « 
general artist for our London Studio. 


Advertiser's sooty M0 Fleet St EC4 


PRODUCTION. Vacancy exists for 
first-class oduction man to take 
control of a number of accounts. 
Sound knowledge of process and 
foundry work and previous agency 
experience essential. Top salary and 
ideal conditions Write a age, 
experience and salary nue 
Box 9161 Ad. Weekly 180 Fleet st BC4 


ASSISTANT 
ADVERTISING MANAGER 
Required 


for London Store. Young man 
with some agency experience 
and preferably a knowledge of 
print and direct mail. Applica- 
tions in confidence to 


Box 9170 


Advertiser's Weekly 180 Fleet St EC4 
Ua 


SENIOR 


VISUALISER 
FOR 


WADDICORS 


print. 
agency experience. 


Interesting opportunity fora 
really first-class visualiser, who is capable 
of producing lively work for press and 
Must have had at least 5 years’ 


Write or phone for appointment 
STUDIO MANAGER 
T. BOOTH WADDICOR & PARTNERS LTD 
38 PARK STREET, LONDON, W.1 
Telephone ; GROsvenor 7511 


ADVERTISER'S WEEKLY 


| 
| 
| 
| 


Artists 
with 
Agency 


Experience 


P.W.P. want one or two 
layout artists, used to 
producing good visuals, for — 
work on important national 
accounts. Good figure 
work an advantage. 


Write or get on the telephone 

to H. C. Caffin, Personnel 
Manager, who will arrange for 
you to see the Creative Director 
with your specimen work, 


F. C. PRITCHARD, WOOD 
& PARTNERS LTD., 


25, SAVILE ROW, W.!. Telephone: REGENT 7080. 


‘Phone your Classifieds 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT 
SPACE 
BUYER 


We are looking for a man of 
25 or over, possessing sound 
knowledge in all fields of space 
buying. 

Applicants for this progressive 
position must have had previous 
experience in a similar capacity. 
State age, experience and salary 
required. 


Box 9102 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISEMENT 
TIVE 


REPRESENTA- 

for West London Press 
(Chelsea) and Westminster & Pimlico 
News. Apply Adverti M > 
London Counties Newspapers, 161 
Tottenham Lane, N.8. 


CHAS. BARNETT ARTISTS 


Require additional artists in every de- 

partment including still life, figure, 

furniture, retouching and lettering. 

Apply in writing to -— 

1 & 2 Pemberton Row, London, 
£.cA. 


Situations Vacant : 


he or she, or the 


CLASSIFIED ADVERTISEMENTS 
pe APPOMTHENTS VACA 


APPOINTMENTS VACANT 


** The engagement of persons answering these advertisements mast 
be made through 2 Local Office of the Ministry of 
B Ge coptenss bb o man ages 15-60 lnclasive or 0 women 


is exce; 
of Vacancies 1952.”"" 


Labour or a Sche ploymeat 


ARTISTS 
Busy London Studio requires first class 
men in the following departments :— 
|. Lettering. Still Life. 
3. Figure. 4. Retouching. 
write stating experience to :— 
Box 9065 
Advertiser's Weekly 180 Fleet St EC4 


Advertising agencies demand 
FIRST CLASS 


RETOUCHING 


STUDIO BRIGGS have 
vacancies for artists capable of 
carrying out this work in black 
and white and colour. 


Phone for appointment. 
MUS 8434. 


RETOUCHING 
ARTISTS 


First-class Men required for 
Lendon Studio. Applicants with 
experience of technical subjects 
preferred but not essential. Top 
salary and ideal conditions. Hours 
9-5.30 p.m., Monday to Friday. 
Write fully : 


Box 6763 
Advertiser's Weekly 180 Fleet St E04 


Octoper 21, 1954 


APPOINTMENTS VACANT 


STUDIO 
MANAGER 
Required by Agency 


Is this your opportunity? Age 
25-35. Capable of producing first 
class layout and briefing for 
studios. Must be keen and ambi- 
tious for an executive position in 
rapidly expanding agency. State 
age and experience. 

Box $113 
Advertiser's Weekly 180 Fleet St €C4 


REPRESENTATIVE required for Com- 


mercial Art Studio in Central London. 
Must be fully experienced in this or 
allied trade. Write full particulars to 
Box 8995 Ad. Weekly 180 Fleet St BC4 


COMMERCIAL ARTIST 


experienced in showcards and cut-outs. 
to commence, write 
GIBBS & GIBBS Led. 
12 Cheapside, E.C.2. 
or Telephone City 5147, 


RETOUCHING ARTIST. 
man required by studio in Strand. 
Experience of all subjects in H/T and 
full colour. Top salary. Ideal work. 

Five-dey week. Apply 
Art Director, ‘phone CEN 8301 or 


ing conditions 


write in strictest confidence to 
Box 9163 Ad. Weekly 180 Fleet St BC4 


First-class 


When a 


Typographer 


gets a job with 


McCann-Erickson 
he’s really a typographer 


Call as soon as you can. 
We need another good man for the team. 


Apply General Manager. 
McCann Erickson Advertising Ltd. 


Brettenham House, Lancaster Place, W.C.2 
TEMPLE BAR 6600 


London Agency requires 
all-round 
COPY DETAIL MAN 


preferably with Agency 
experience. Write, giving age, 
experience and salary required, 
to: 

Box 9116 
Advertiser's Weekly 180 Fleet St EC4 


We are locking for a 


MAN or WOMAN 


with 


Newspaper Experience 
and the ability to develop Classified 
Advertisements. 

This is an interesting, worth-while but 
difficult job. There is ample scope for 


organising ability and bright ideas. If 
you are interested write to the 


Advertisement Manager, 
Evening Express, Liverpool, 
giving as much detail as possible. 


A_ LONG-ESTABLISHED Engineering 


Journal requires resident Circulation- 
Advertisement representative for Scot- 
land. Salary, commission and car 
mileage allowance. Applications in 


ull to 
Box 9130 Ad. Weekly 180 Fleet St BC4 


SALES 
REPRESENTATIVE 


required to sell silk screen point- 
of-sale material. He must be used 
to making the right contacts and 
to have some technical knowledge. 
Please write stating age and ex- 
perience to the Managing Director 


RENART STUDIO LTD. 
9 CHERINGTON ROAD, HANWELL, W.7 


COPYWRITER 
required by 
ndh 


Wide variety of national con- 
sumer accounts. Technical or 
semi-technical writing and know- 
ledge of radio scripts an advan- 
tage. 

Applications in confidence giving 
details of age, experience, salary, 
etc., to 


Managing Director 
Nevin D. Hirst (Advertising) 
Ltd., 


Grattan House Leeds 2. 


We need another 


VISUALISER 


to work on national accounts. 
Must have good design, type 
and colour sense. ill see 
his own work through from 
visual to proof. No finished 
work. Salary according to 
ability. 


Write: ART DIRECTOR 


GORINGS LTD. 
Curonicite House, Fleer Sr. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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211 


CLASSIFIED ADVERTISEMENTS 
| ___APPOINTMENTS VACANT __ 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Harrods Ltd. have a vacancy in 
their Advertising Dept. for a 


COPYWRITER 


for Men's Wear, 
Furnishing and 
Hardware 


This is an excellent opportunity 
for a keen young man or woman, 
offering scope and an interesting 
variety of work. Only applicants 
with previous experience of a 
similar character will be con- 
sidered 

Write in first instance in con- 
fidence to the Staff Manager, 


HARRODS LTD., 
Lendon, S.W.1 


giving etails of experience and 
salary required. 


EXPERIENCED 


PRODUCTION MAN 


required 


for the advertising department of 
Burroughs Adding Machine Led., 
leading manufacturers and distributors 
of modern business equipment. Age 
25 to 30, some layout ability is essential. 
The position is permanent and progres- 
sive and the successful applicant will 
be expected to join the Company's 
le ge scheme. Please write giving 
ull details to the Personne! Director, 
Burroughs Adding Machine Led., 


Avon House, 356, Oxford 
London, W.!. 


ferably experienced, mobile. 
record and full details to Manager 
Cowan Ad-Service Lid 
Vincent Street, Glasgow, €.2. 


ing necessary Must be 
accurate at figures. Fi 
Call, C reas Publicity Led., 
Square, W.1. 


FIRST CLASS COMMERCIAL 

FIGURE ARTIST required in Man- 
Able to work in black and 
Full knowledge of 


chester 
white or colour. 
all processes 

right man. Full particulars, 


Box 9070 Ad. Weekly 180 Pleet St BC4 
AMBITIOUS JUNIOR prepared to be 


taught by top-rate artists required by quired by packaging firm. Five-day 
studio in Strand. FPilair for drawing week ours 9 a.m.-5 p.m. Canteen 
essential This position offers real on premises. Apply by letter, giving 
opportunity for right young man full particulars, including salary 
Write in first instance to Art Director, required, to Cashier, Mono Con- 
Ernest G. Evans Litd.. 210 Strand, 


W.C.2, or ‘phone CEN 8301. 


ondon area require 
Representative 


ing Director, 


Park Royal, London, N.W 


BUS ADVERTISING SALESMAN, 


173 St. 


INVOICE TYPIST required, previous 
experience of space and block invoic- 


reliable and 


ay week. 
1 Fitzroy 


SILK SCREEN PRINTERS in West 
experienced 
Write, in confidence, 
stating age, experience, connection, if 
Good scope for the any, and terms required, to Manag- 


Box 9093 Ad. Weekly 180 Fleet St BC4 
YOUNG EXPERIENCED ARTIST 


tainers Limited, ei 


re- 


TURN IT 
TO 

GOOD 
ACCOUNT 


The number to ring for an appointment is 


Are you an up-and-coming 
account executive with ability 
that far exceeds your present 
opportunities ? Then you'll find 
you can turn that ability to very 
good account (and to some very 
good accounts as well)—here at 
Gordon & Gotch. 

The man we have in mind will 
already have spent 2 or 3 years 
as am account executive in a 
progressive agency . . . will be 
between 23 and 28 years old. . 
and will probably be @ D.A.A, 
holder or a student. He will 
certainly be ambitious and able 
to justify a generous salary. 

If the description fits you, and 
you feel that the time has come 
to start going places, a telephone 
call to Gordon & Gotch may 
help you to arrive. 


CENTRAL 4030 Ext. 17 


GORDON AND GOTCH ADVERTISING LTD. 
75/79 FARRINGDON ST, LONDON, E.C.4 


CRANE 


PUBLICITY 


. . following their move to more 
commodious premises under a system 
of planned expansion have vacancies 


ee 


VISUALISERS 


Men with agency experience—capable of 
producing slick roughs for presentation to 
client—and with specimens (roughs please 
and not final proofs) which show a record of 
successful work on a variety of accounts. 


COPYWRITERS 


Not journalists or film script writers please 
(no offence)—but men who have produced 
ideas and copy which are forceful, coherent-— 
and which spring from a real understanding 
of the merchandising problem. 


PRODUCTION ASSISTANTS 


Men who have handled busy accounts in 
an agency—who know the best way around 
ordering blocks and typesetting—and who 
agree that ‘ copy detail * is no idle term. 


TYPOGRAPHERS 


or, to put the matter more simply, people who 
can produce a teally workmanlike adaptation 


and type mark-up. 


Please apply in writing in the first instance, stating age, 


experience and salary required to 


CRANE PUBLICITY LIMITED, 
1 FITZROY SQUARE, 


ADAM HOUSE 
LONDON, W.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


212 Octoser 21, 1954 


CLASSIFIED eons 


The position of 

LONDON ADVERTISEMENT DIRECTOR 

Of WESTMINSTER PRESS PROVINCIAL 
Newspapers tito. will become vacant 
during 1955 on the retirement of 
MR. ERNEST LUMSDON. 

Applications are invited from 
suitably qualified newspaper executives 
and from members of the 

advertising profession. 

They should be addressed to 


MR. H. L. HOWARTH, 


joint managing director of the company, 


170 FLEET STREET, 


LONDON, E.C.4 


APPOINTMENTS VACANT 


Notification of Vacancies Order 1952. 

AN EXPERIENCED YOUNG MAN FIRST-CLASS and Layout 
required (age about 25) in our pro- Artist required 4 wei-etablinhed 
duction dept. to handle grow _ of ae Apply Williams 
accounts, including block or i Ps a Garden, 
maintenance of records, ete. Mast be 
reliable and able to work with the 
minirum of supervision. Five-day 
week. Call, Crane Publicity Led., 1 
Fitzroy Square, 

GOOD VERSATILE ARTIST required 
in pleasant light Studio of 
London Engraving House for letter- 
ing, line and general studio work. 
Good wages and prospects assured. 


Box 9002 Ad. Weekly 180 Pleet St BC4 WANT 
x eekly ject St 
emstcias uerrenxe “sant || VERSATILITY 2 


salary and give details. 
Box $179 ad’ Weekly 180 Fleet St BC4 It's offered by a very successful Sales 
Manager of noted mifrs. of consumer 


goods in excha: for nd post— 

PRODUCTION anywhere. Stucthans copedents in 

marketing, ad ing, ing, bud- 

ASSISTANT qosag, cotiag camosiona, Grestion of 
An advertising agency with 


representatives etc. High salary 
a growing list of active warranted and wanted. 
accounts requires the ser- 


vices of a keen man in their Box 9125 

Production Dept. One aged Advertiser's Weekly 180 Fieet St €C4 
between 20-30, with agency 
experience to take charge of 
a group of accounts working 
in conjunction with a Pro- 
duction Manager. 5-day 
week. Write giving experi- 
ence, salary required to 


Box 9168 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


a“ - * a a 


Wiemore St., oy, Tones 59317 Sst fais. 


ACCOUNTANT / 
COMPANY SECRETARY 


COMMERCIAL ARTIST, with good age 34, experienced and capable, seeks 
all-round experience, required for fresh appointment, any area. 7} years 
Studio in Manchester. Five-day week. large Provincial Agency. Initial salary 
Ideal ditions and eq Give less important than future prospects. 


full details of experience and salary 
required, in strict confidence. All replies will be acknowledged. 


Box 9018 Ad. Weekly 180 Pleet St BC4 Box 9154 
YOUNG MAN, completed National = . ~ 
rvice, to join sales st ondon Advert s Week t 

Commercial Art Studio. ents 

experience an advantage. rite 

rticulars to FILM TECHNICIAN (32), with —_ 
x 8994 Ad. Weekly 180 Fleet St BC4 experience, wishes 

ARTIST REQUIRED, W.C.1 area, to 

work with Publishing House. —_ erance. 

be able to produce competent tech- 

nical line drawings, general illustra- 038 Ad. Weekly 180 Pleet St EC4 

tions, photo retouching, and also have TOP Art Director and Designer, handi- 

a knowledge of type faces. ing National Consumer Accounts, 

Box 9026 Ad. Weekly 180 Pleet St BC4 e, - TA. SB 
OUTDOOR Poster Advertising _ 

sentative required for locating @ 

negotiating ag on a vo ~ Box 9080 Ad. Weekly 180 Fleet St EC4 

sion basis ondon. rite stating 

articulars. iF you've THE JOB 

Box 9135 Ad. Weekly 180 Pleet St BC4 for a widely experienced governs 
GENERAL ARTIST required for pub- and publicity manager (40) of large 

lishers’ studio, able to produce slick ing orga looking 

roughs from visuals, also finished art something better in the 4-figure salary 

work, Five-day week. Write giving class in Industry, Agency or Business 

details and salary required to allied to Advertising—then 

Box 9162 Ad. Weekly 180 Fleet St BC4 HERE'S THE MAN! 
YOUNG MAN with some studio experi- 


ence, eager to widen his knowledge 
and experience, is required by ex- 
panding London studio. This posi- 
tion offers opportunity for advance- 
ment to really ambitious and keen 
man, able to profit by worn, under 
top-rate artists. Apply Art rector, 
‘phone CEN 8301, or write in strictest 
confidence to 

Box 9165 Ad. Weekly 180 Fleet St BC4 


CREATIVE LAYOUT MAN, experi- 


enced in strong, powerful layouts for 
national press, etc., wanted Pc 
London agency. al prospects for 
the right man Phone Quy MAY- 
fair 5026 Ext. 5 

ASSISTANT wired in the Publicity 
Department of light engineering com- 
pany Journalistic experience an 
advantage as duties will include the 
editing of Sales News Bulletins and 
the preparation of releases for techni- 
cal and consumer press. Write, ewes 
full particulars and salary required, 
Personnel Departinent, 
Box 9133 Ad, Weekly 180 Fleet St BC4 


Box 906! 
Advertiser's Weekly 180 Fleet Se EC4 


FASHION ADVERTISING 


Young advertising man with 10 years’ 
selling experience desires change, 
present employed with Fashion Publi- 
cation and for last 4 years contacted on 
high level basis leading fashion manufac- 
a Good education, personality 
rance. 
— Box 9123 
Advertiser's Weekly 180 Fleet Se EC4 


YOUNG AGENCY DIRECTOR 
32, wishes to join a front rank publish- 
ing firm as Advertisement Manager or 
with that prospect. Alternatively 
would manage affairs in Birmingham, 
where resident. Many years’ Trade and 
Technical Agency experience including 
Client Contact. Public School Educa- 
tion but ambitious. Fighter Pilot in 1940. 

Box 9124 
Advertiser's Weekly 180 Fleet Se EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Octoper 21, 1954 


STUDIO MANAGER VISUALISER 
requires change. Quick, slick roughs. 
Some finish, including figure. Art 


buying experience 
Box 9138 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN (20) seeks post in Adver- 
tising Agency. Preferably as very 
junior A/c Executive trainee, but 
anything to start. 
Box 9139 Ad. Weekly 180 Fleet St BC4 
PUBLICITY MANAGER (male, 28) 
desires change. Campaign planning, 
exhibitions, dealer aids, print buying, 
etc. Now with national advertiser. 
Box 9140 Ad. Weekly 180 Pieet St BC4 
VESUALISER LAYOUT ARTIST at 
present freelancing, 12 years’ experi- 
ence U.S.A. and London with 
and manufacturer. Seeks position wi 
cee for using own initiative and 


Bor: 9155 Ad Weekly 180 Fleet St BC4 


LADY COPY CLERK, also Secretary, 
Shorthand Typist on peoatens, 
secks change. Salary £500 p 
Box 9156 Ad Weekly. 180 Fleet ‘Se BC4 

REPRESENTATIVE desires change. 
Permanency. 10 years’ advertising 
experience all branches. Clean driving 
licence Any of the allied trades 
considered. Space, blocks, print, etc. 
Good knowledge of Lancs. Base 
Manchester. Full details on request 
and in confidence. All replies 
answered. 

Box 9157 Ad. Weekly 180 Fleet St BC4 

ENGLISH GRADUATE (24), secks 
post, trainee copywriter. London 


agency Pee. 
Box 9158 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 
SHOWCARDS 
AND 


DISPLAYS 
DREDGE SHOWCARD CO. LTD. 


LEEDS, 11 
Printers & Manufacturers 


London Office: Victoria House, 
Southampton Row, W.C.|I. 


Tel.: Chancery 2218. 
Your enquiries respectfully solicited 


CAREFUL 


CIRCULAR & SAMPLE 
DELIVERY 
in the Birmingham Area 
CENTURY PUBLICITY 
1468, Coventry Rd., Birmingham 25 


\PPOINTMENTS WANTEL 


MISCELLANEOUS 


COLLECTORS. Perfect duty » copy 
St. James Chronicle July 2 1789. 
Many quaint and historic references. 
— rr c.5 considered. Sight to 


Box 91 9171 Ac Ad. "Weekly 180 Pleet St BC4 


ACCOMMODATION 


CAPITAL 
AVAILABLE 


A modest £500 and pleasant 
West Central accommodation 
on offer for partnership in any 
sound proposition connected 
with publicity, stationery or 
ublishing. 
il details to 
Box 9126 
Advertiser's Weekly 180 Fleet St EC4 


Box 9147 Ad "Weekly 180 Fleet St EC4 
STUDIO ACCOMMODATION availabie 

for freelance in West End agency. 

Box 9148 Ad. Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 


ADVERTISING FOLDERS 

by acto tRe or letterpress (own 
photo-litho process plant). 
CARELLOW PRESS LTD. 

Fine Colour Printers, 

Telephone Boscombe 36835. 

Office 98-100 Fleet Street, 

B.CA. Phone : CENtral 1740. 


ROTAPRINT R.K.L. capacity avail- 
- a ap = reasonable 
The Maydew 
a <i leduct Road, Brighton. 
NEWLY-FORMED COPY and art 
group offers special terms to one or 
two industrial concerns for regular 
flow of work. Sales literature, press, 
chapter etc., to highest agency stan- 
ards 
Box 9149 Ad. Weekly 180 Fleet St BC4 
DIRECT MAIL SPECIALIST, proven 
record, will assist industrial concerns 
on freelance basis 
Box 9150 Ad. Weekly 180 Fleet %& EC4 
£30-£50 WEEKLY is offered in return 
for introducing a regular flow of 
printing orders. The Advertiser's 
company has an excellent reputation 
for the highest quality and good ser- 
vice and possesses some of the finest 
—— machiner 
se send te 
brief particulars to 
Box 9167 Ad. Weekly 180 Fleet St BC4 


40,009 LARGE CONCERNS 
Our own list used for selling Steel 
Storage Equipment 

Addressing Charge : 20/- per |,000 
Details from :— 

WELCONSTRUCT CO. LTD. 
12 Cherry Street, Birmingham, 2 


PIN-UPS AND COVER GIRLS in stock 
for artists and advertising agents. For 

of studio facilities and 

chs . ~~ 
otlop Photogra Limited, 

ington Church Street, W. ra 
“Stern 4130. 


Tel.: 


LETTERING ARTISTS, and STILL- 
LIFE ARTISTS, deft with the air- 
brush, are invited to telephone WEL. 
6403 to arrange an appointment 
agg if apne in order to see 

modern udios, ideal ee 
pO ae a discuss salary 
Technical Artists, 


Tel: ACO 0777 PRINTERS 
STENCILLED MAILING LIST | | | SERVICE TO PRINT BUYERS | 


Our facilities in cypesetting, letterpress 
machining. binding and direct mailing, 
will more than recompense your 
incerest in sending us an enquiry. 


LINCOLNSHIRE CHRONICLE 
General Printing House 


1 
Waterside Lincoln 
Telephone : Lincotn 666 


PRINTER wanted for local street direc- 
tories 250/750 octavo . Kent 
Service Ltd., 188/9 Strand, London, 


SALES AND WANTS 


FOR SALE—Cutawl, 


Spray Brushes. 
Guns, (2)° Horizontal Photographi 
|. Camera. Perfect condi 


Any reasonable offer 
Box 9136 Ad Weekly 180 Pleet St BC4 
R.30 ROTAPRINT wanted. Must be 
first-class condition. State price re- 


is with us 
fas 104/112 slerytebons Lane, W.1. 


CLASSIFIED ADVERTISEMENTS | 


WANTED, Acrograph Air Compressor, 
ll ACA.1 in good condition. 
} to Haig- eed Lud. 9 
Golden Square 


FREE LANCE SERVICES 


| MAPS are our speciality. The yr 


Service, of 

Diagrams, 118 Old Chimtchok Roa 

Bournemouth. (B’mouth 5226.) 
(IDEAS? Layouts, Artwork, Production. 


Box 8966 Ad. Weekly 180 Fleet St BC4 


miss: . 
_ Box 9178 Ad. Weekly 180 Fleet St BC4 
YOUNG JOURNALIST - PUBLICIST 
requires free-lance or part-time work. 
Any capacity, but must be regular 
Box 9081 Ad. Weekly 180 Fleet St BC4 
FREE LANCE ARTIST secks commis- 
sions in layout and production 
Box 9106 Ad. Weekly 180 Pleet St BC4 
WRITING for Advertisers. Ads, book- 
lets, leaflets, letters; verse. Style, 


accuracy. 

Box 9141 Ad. Weekly 180 Pleet St BC4 
DESIGNS WHICH SELL, for packages, 

labels, cartons, etc. —e 

artist seeks new commissic: 

Box 9142 Ad. Weekly 180 Fleet St BC4 
TOP-FLIGHT freelance showcard artist 


wanted 
Box 9143 Ad. Weekly 180 Fleet St BC4 
PRINTERS—Slick layouts for client 


sentation. Roughs for folders, etc 

x 9144 Ad. Weekly 180 Pleet St BC4 
FREELANCE ARTISTS. Publishing 
house requires illustrators for forth- 
coming children’s annual. No speci- 
mens yet, but write in first instance to 
Box 9145 Ad. Weekly 180 Fleet St BC4 
COMPLETE MAGAZINE and booklets 


designed and developed from your 
= ideas--from the visual to the 
nish . i 


Write 
Box 9146 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


See September 30 issue of 
ApvVerTiser’s WEEKLY, pages 
718, 719, 720 for the Adver- 
tising Services and Supplies 
Section. October 28 will be 
the next issue containing these 
Services. 


COURSES 


A.A. THIRTY GUINEA 
AWARD goes to I.C.S. 


Student! jn the May 1954 
Advertising Association Examina- 
tions an L.C.S.-trained man — 
MR. 8S. N. SHAMSIE— gained p 4 
lace in Division ‘D’ and ¢ 
rst prize of thirty guineas. 
Other outstanding successes won 
by LC.S. Students were : 
Second § phase in Division * C.’ 
First, second and third places 
Division S’ — wwhog rw) 
x good 
3 Sucey pe rh vs of oll successful 
candidates were 1.C.S. Students. 
International Corres; 
offer com ive 


Schools 
and up-to-date 
Home Study Courses in aration for 
aap Ge BA and the LLP.A. Exams. 


ADVERTISER'S WEEKLY 


LATE CLASSIFIED 


‘ADVERTISEMENTS 


| ZEC LIMITED, 128 Baker Street, 
uire an experienced male let 


— Pleasant working conditions 
good salary to the t man. 
y for J ntment by ter, oF 
Apoiy beck 1876. 


LAYOUT ARTIST required for London 


Trade yournats. Write, eating 
experience and ary expected, 
Box 9027 Ad Weekly. 180 Pleet St bea 


CROYDON STUDIO require Junior 
Lettering and Layout Artist wee, ae 
completed National Service. 
phone CROydon 3930 for me 
ment with specimens. 


NTA- 


ADVERTISEMENT REPRESE 
TIVE, 22-25, required for London 
office of leading Scottish newspaper 


group. Write giving particulars of 
Box 912 Ad. Weekly 180 Pleet St BC4 


SECRETARY Shorthand-Typist required 
with knowledge of copy and blocks 
for publisher's advertisement depart- 
ment. Good ortunity for some- 
body keen and intelligent. 

Box yoITs Ad. Weekly 180 Fleet St BC4 


YOUNG ADVERTISEMENT MAN- 
AGER required London for two pro- 
gressive popular journals. Must have 
experience and — acellent 


ospects for the right 
9174 Ad. Weekly 180 leet St BCA 


ADVERTISING. Experienced man re- 
gana to take charge of adaptations. 
~~~ ~ of layout, 0. ocesses 


t aphy essentia Apply by 
Ai lliott Advertising Lid., Manton 
House, Great Charles 


a ww HAVE the seven-year itch to 
ce Buyer (because you've 

My an assistant space buyer too long) 
writer for an interview with the Man- 
aging Director of a West Ead agency, 
stating § your . ae 
medium- agency row 
rapidly and its staff are vets 
working and pa paid. Present staff 
know of this vacancy 
Box 9175 Ad. Weekly. 180 Pleet St BC4 


STUDIO COROT is looking for a first- 
rate Salesman, to sell all types of com- 
pe wr art 500 Teicot salary, we 

A 


water 2162, at any time. 


ADvenrane MANAGER wanted for 
establish and 
na 


» @- ‘salary £1,000 p.a. 
— record to engineering or 
ustries desirable. 


Box 3176 Ad Weekly 180 Fleet St BC4 


FULLY EXPERIENCED PRO (man 
or woman) wanted for close associa- 
tion with leading provincial agency. 
Varied accounts mean that applicant 
must be versatile in outlook and pre- 
pares to deal with technical 4" 

addition to consumer 
ducts. Primary base will be in Vibe 


Box 9177 Ad, Weekly 180 Pleet St BC4 
GENERAL ARTIST 


required, roughs 
and finished drawing. Excellent per- 
manent position for t{man. Good 
conditions. ‘Phone Studio Manager, 
A.T.A. Advertising Lid., GROsvenor 
6744 
ADVERTISANG. 


visual- 
iser / copywriter ky Pirst-class 
accounts uding Nationals. Apply 
ry letter Elliott Ad Lid., 
anton House, Great Charles Street. 
Birmingham, 3. 
EXPERIENCED ATIVE 
required for first-class Wes End 
fae pe at a and - oo Salary 
commission. ione for appoint- 
ment: Hyde Park 9622.4. 


VACANCY OCCURS for Senior Assis- 
tant in advertising ment, eventu- 
ally taking over as Manager Appli- 
eants must accustomed press 
layouts, copy, catalogue and literature 
leyouts, preferably with line drawing 
but not essential. Excelient 
cppertuniey those seeki managerial 
status. State age and f cing ary 


9137 Ad. Weekly 180 Fleet St BC4 
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LEAVE GARLAND’S 
Understood that Quoffy, 
Lyons’ coffee drink, is to be with- 
Chancery 8844.) 


D. Notley Adv 
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QUOFFY WITHDRAWN 


drawn from the market. Lyons 
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October 21, 1954. Printed in England by St. Clements Press Lid, P 
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Published by the Proprietors, BUSINESS PUBLICATIONS Ltd., 
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